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240-440-550 or 600 VOLT POWER CIRCUIT 


AIR- 
COOLED 


NO FIRE 
HAZARD 


HOW TO LOWER 
LIGHTING COSTS 


@ Instead of distributing both low voltage 
(110-120) circuits and high voltage power circuits with 
their duplication of conduits and wiring—present practice 
in industrial plants is to distribute only the higher voltage 
current. 

This saves installation expense, cuts line losses—and cuts 
electric bills by reason of lower Kwh rate. 


Lower Voltage Current Where You Want It 


For lighting, fans, small electric tools and appliances, 
Jefferson Power Circuit Transformers are installed wher- 
ever required. They are air-cooled, present no fire hazard 
—and may be mounted on wall, post, or floor. Let us 
mail you capacity and dimension data . . . JEFFERSON 
ELECTRIC COMPANY, Bellwood (Suburb of Chicago), 
Illinois. Canadian Factory: 535 College St., Toronto, Ont. 


Jefferson Transformers are used also—to insulate a single wire light- 
ing circuit as used in mines... to insulate telephone and signal 
circuits from power circuits... and to re-establish ground at some 


variant of voltage other than that provided on the power circuit. 


POWER CIRCUIT 
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Three of 31 Jefferson Power Circuit 
Transformers in this plant. 
JEFFERSON ELECTRIC COMPANY 
Bellwood, Illinois 


Mail latest information on Power Circuit 
Transformers to — 


Name . 
Address 


City and State. . 








REG. U.S. PAT. OFF. ' A Story of Service 
to American Industry 





in the United States. 
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Look for the Hygrade 
triangle, well-known 



























































trade mark of Hygrade 
Lamps. 
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Also makers of the world-famous Sylvania Radio Tubes. Hygrade Sylvania Corporation, Salem, Massachusetts 
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Since our founding, 325,600,000 lamps have been manufactured 
by Hygrade Sylvania Corporation. Today, Hygrade Sylvania 
Corporation is the third largest producer of incandescent lamps 


It's the quality of Hygrade Lamps that accounts for this growth. 
Constant testing and measurement of Hygrade Lamps as they are 
made is a basic principle of Hygrade manufacturing. No expense 
is spared to insure uniform quality. That's why we call Hygrade 
Lamps “Tested Quality” Lamps, and why we can guarantee that 


they will not burn out or blacken 
prematurely. Constantly de- 
creasing prices on lamps and 
continuous improvements in the 
lamps themselves mean that 
Hygrade Lamps are an increas- 
ingly good buy for all users. 


1,500 types and sizes of 
Hygrade Lamps are available 
and prompt “same day” deliv- 
ery is assured, because ample 
stocks areonhand. Furthermore, 
Hygrade offers executive atten- 
tion to local lighting problems. 


Thus the story of Hygrade is 
the story of maximum value to 
Hygrade’s chief customer... 
American Industry. 


WRITE FOR: “Hygrade 
Proposition to Lamp Buyers.” 


Tells complete story of Hygrade Lamps, serv- 
ice and facilities. To get your copy simply drop 
a line to HYGRADE 
SYLVANIA CORP., 
64 Boston Street, 
Salem, Mass. 








licensed under General 
Electric Company's in- 
condescent Lamp Patents 

















‘50,000” SERIES 
vy Heavy duty industrial 
type. Quick make, quick 
break. Elevated, remov- 
able base for wiring un- SwWwWIiITC te E £. 
der interior. Interlocked cover. 

Double-break copper blades 
with reinforcing steel spring 


yokes for positive contact. Front | Oo i= ON 
operated.Compact,can be gang- 


mounted. 30-200 amperes. AP P LI CATI © N 




















“480,000” SERIES Heavy duty industrial 

: ’ : M type. Quick make, quick break. Key controlled, 
@ Modern industry's electric control re interlocked cover. Unit base construction. Visible 
quirements are many and varied. Yet, there blades. 30-2400 amperes. 
is a Square D Industrial Safety Switch to 


meet every demand. 


For example, if a gang of switches must 
be mounted in a limited space, the “50,000” 
series, with compact boxes and front 
operation, fills the bill. If visible blades are 
required or larger sizes needed—it’s the 
“80,000” series from 30 to 2400 amperes. 
When cover interlock and heavy duty con- 
struction are not needed, the “40,000” 
series is available. 


All Square D Switches offer positive 
pressure fuse clips, high rupturing capacity 
and sturdy construction. Above all else, 


they are dependable. 








“440,000” SERIES Enclosed in- 
dustrial type. Quick make, quick break. 
Non-interlocked cover. 30-600 amperes. 
30-60 amperes sizes have Square D 
swing-out interior for easier wiring. 










SQUARE 7) COMPANY 


DETROIT- MILWAUKEE -LOS ANGELES CALL IN A 
v0, eavaieas SQUARE D MAN 
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—F.T.C. aroused—Shavers cut—Bigger bargains 


WE SPECIALISTS BY DON*BENSON 


—Believe it or not, you're one of ‘em 


HIS SPECIALTY IS TROUBLE BY TOM BLACKBURN 


—He handles the hot ones 


PICKING A NEW DEALER BY GEORGE H. WATSON 


—New accounts are his specialty 


BILL BINGHAM, VENTILATION SPECIALIST 


—And it's a year ‘round market 
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—His hobby is sports field lighting 
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—NEWA Convention is right ahead 
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...Bué WIRE IS ONLY AS GOOD AS 
ITS INSULATION 











MANUFACTURERS OF ELECTRICAL 
WIRES AND CABLES 


' — LINEMEN’S BLANKETS - SPLICING COMPOUND - TAPE - SWITCHBOARD MATTING 





\ R 





IVORYLITE is a cream-tinted, white moulded material, Switch handles, Receptacles and Plates of IVORYLITE 


ivory-like in appearance and of solid color throughout. harmonize with light interiors and are less conspicuous on 


It is not a finish and will not chip, flake or wear off. walls. IVORYLITE Devices include Flush Switches and 


When soiled it is easily cleaned with a damp cloth. Plates Receptacles — Duplex and Radio — with Plates. Ask for 


have the same attractive border as the regular brown... illustrated page supplement to your regular catalog. . . 


e SOLD THROUGH YOUR ! A R ROW ELEGTRIG DIVISION. ELECTRICAL WHOLESALER 
GT |, ow-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN. iii 
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LOOKING 
INTO 


TIME’S RIGHT 
FOR SELLING—National of Credit 
Men says business is on the up. Government spend- 
ing, war buying may be boosting it, but national 
recovery is at work again. They check over the list, 
automobiles, shoes, textiles, crops, railroads, con- 
sumer goods, capital goods. Inventories are down. 
Let’s forget the political headaches—here and 
abroad—and shoot the target. Good selling between 
now and Christmas will put money in your pocket. 


Association 


* 


F.T.¢. TO 
CRACK DOWN—At the NECA Convention in 
Detroit, Ralph Walker, head of the Fair Trading 
Committee, said that the Federal Trade Commission 
has obtained data showing widespread giving of 
wholesale discounts to electrical contractors. All the 
wire and conduit manufacturers and some 100 con- 
tractors are involved in 28 states. 
Action by Washington will be welcome to us. The 
Robinson Patman law says “quit it.” Let’s see if 


it has teeth. 
* 


€UT—tElectric shavers have suddenly become bar- 
gains. Apparently the manufacturers decided that 
the honeymoon was over and they might as well get 
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THE NEWS 


to fighting. 


So the high introductory prices were 
slashed, some 50 per cent. Advertised list price now 
runs $9.50 to $15.00, with one at $7.50 recently 
launched by a prominent manufacturer. 

There will be lots of shaver business in the Christ- 
mas market. These prices will produce a boom. Get 
into it. 

* 


DAZZLE OR NOT 
—IT’S BUSINES $—Was a time when big figures 
dazzled you. But no more. Still it is worth noting 
that low rent housing projects in 43 cities are due 
to spend $202,807,000. And more are coming to the 
total of $519,000,000 now earmarked. And FHA 
mortgages for the past six months run $276,000,000. 
It is worth while finding out how much of this is 
to be spent in your territory. There is a lot of elec- 
trical stuff to be bought. 


* 


RANGES 

STEPPING OUT—In 1934, dealers sold only 25 
percent of the electric ranges. Power companies sold 
the rest. But last year the dealers sold fully half. 
And something else. In 1933, fifteen gas ranges 


were sold to one electric range. But in 1936 it was 
five to one, last year four to one. 
This October the range manufacturers, through 





7 








the Modern Kitchen Bureau, have set up “Discovery 
Month” with the slogan, “It costs only one-half as 
much as you think to cook electrically.” The quota 
is 30,000 range sales for the month, 

Ranges are rolling despite the fact that a lot of 
dealers don’t yet see it. And some wholesalers’ 
salesmen also seem to be snoozing. Let’s wake up. 


* 


HOW ABOUT 

A BET?— Maybe there’s going to be big joke on 
Westinghouse in the year 6939. They have just 
buried a “Time Capsule” in the foundation of the 
Westinghouse building at the New York World's 
Fair. It is a cylinder containing a record of our 
present civilization, microfilm pictures, small objects, 
to show people 5000 years from now how good 
we are. 

We offer to bet $14 to a brick watch and lay it 
three ways—That Long Island will be buried and 
they'll never find it. Or, that they'll blunder and dig 
it up too soon—say A. D. 6839. Or, that when they 
do, they just won’t give a damn. But it was fun 


burying it. 


A BIGGER 
BARGAIN—Consolidated Edison, New York, has 
cut loose with another “Bargain Package.” This 
time a Westinghouse flatiron, a General Electric 
radio, a Proctor toaster and an Artistic IES lamp 
worth $53.25, are selling for $24.50. They have 
ordered 125,000 sets—500,000 units—and 900 local 
dealers are tied in. 

It makes work in factories. It puts on 750 extra 
salesmen for a time. It introduces these appliances 
into new homes. But what does it do to local values ? 
Macy’s and Bloomingdales, big department stores, 
have both jumped in and offered similar packages 
around $20. 


GOLD IN THE 
BACK COUNTRY—lIn the past two years 400,000 


rural customers have been connected to power lines. 
First they want light, then an iron, then a clothes 
washer, then refrigeration. Some 26 percent buy 
radios. 

A study of 46 REA financed projects showed an 
average outlay of $180 per customer for appliances 
on wiring systems running from $50 to $300 each. 
Of course, the South goes low on clothes washers, 
high on refrigerators. But there is gold in the back 
country, waiting for any dealer or contractor who 
wants to do some selling. How many of you have 
gotten started ? 





NOW WATCH 
THIS FARM—Last 


Electric, Cornell University and Westinghouse set 


month Rochester Gas and 
up a “proving farm.” On it complete electrical 
equipment will be operated on a practical basis and 
data will be kept to show operating costs and man 
power economies. 

There have been plenty of demonstration farms. 
This apparently takes another step, by turning a 
real farm into a laboratory of experience. It ought 
to do a lot toward telling the farmer what he wants 
to know. 


FRIENDS MAKE 
GOOD CUSTOMERS—Bridgeport saw something 


new in parties last month. General Electric em- 
ployees sent out 25,000 invitations to “come and see 
us.” Everybody came and brought the family. There 
was music, refreshments. The mayor spoke, but 
nobody else. And the crowd swarmed through the 
plant. 

This is good public relations—en masse. But it 
is not a bit smarter than taking your own customers, 
one by one, to see your warehouse and meet the boss. 
Do you do it? 


ALWAYS 
SELLING —Glancing over a copy of the Electrical 

Urge, we saw an item about a salesman who won't 

stop selling, come storms or operations. Bob Stanley 
of Holophane is the man. The doc had him on the 
operating table, and was about to put him to sleep, 
when Bob looked at the lighting and said, “Doc, the 
lighting in this room is terrible. Have you seen the 
modern equipment up in so-and-so hospital ?”’ 

Yes, the doctor had seen it and had already taken 
preliminary steps to improve the illumination in the 
operating room. The doc’s recommendations were 
accepted, now Bob and a wholesaler are figuring the 


job. And they deserve to get it. 
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EVEN THE BEST MARKSMEN 
NEED THE RIGHT AMMUNITION 


e No matter how good your aim may be, or 
how well you cover your territory—it’s easier 
to get your “limit” when you use the right 
ammunition. Time and money are frequently 
lost by substitutions which miss their mark— 
by trying to force the sale of products which 


are not at the top of their lines. 


You can count on direct hits when you're 
selling RACO e ALL-STEEL e PRODUCTS. 
Their 


give any salesman a decided advantage. And, 


years of trade and user acceptance 


the completeness of the line, as well as its 


advanced design, enables you to meet the 


special meeds of each locality. 


There are more than 40 years of experience 
behind the switch boxes, outlet boxes, cutout 
boxes, cabinets, fuse cabs and conduit fittings 
which bear the famous RACO and ALL-STEEL 
trade-marks. Modern, competent engineering, 
which keeps pace with modern wiring trends, 
is assurance that the nation-wide approval 
accorded these products will be continued. 


Send for the catalog illustrating the complete 
line of RACO e ALL-STEELe PRODUCTS, 
today. 


Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INCORPORATED 


627 JOHN STREET e AURORA, ILLINOIS 
Factories: South Bend, Indiana e Aurora, Illinois 


RACO - ALL-STEEL - PRODUCTS 





SWITCH BOXES 
CABINETS 
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OUTLET BOXES 
FUSE CABS 











CUTOUT BOXES 
CONDUIT FITTINGS 





















A few of the products in 
the complete RACO e 
ALL-STEEL e PROD. 
UCTS line: 


°\aateeeg SaWN 
i 
No. DO-25N-JK 
Boxes with external 
clamps offer the maximum 
of wiring space. 








Bracket Switch Boxes— 
for all classes of cables 
and for conduit. 














241 


Oversize switch boxes 
with or without “twin 
brackets”—for all classes 
of service. 









































Been” 


2ts% 





Loaves 2 


Te 












"There now, what were you saying before we were interrupted, Mr. Casey?" 
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By 
Don 
Benson 


It's all right for us to ride along ... . But the 


VERY successful wholesaler’s 
E salesman is a “Specialist.” He 
may not think so. In fact he may 
pride himself on his versatility, his 
ability to sell all things to all people. 
But just the same he specializes. 
And if he analyzes his successes and 
failures he will find that where he 
specialized he succeeded; where he 
scattered his talents he failed. 

Specialization takes as many 
forms, as many shades and colors 
as there are salesmen. But most 
productive specialization in the sell- 
ing game falls under three heads: 

1. Specialization in Products 

2. Specialization in Customers 

3. Specialization in Technique 

Each offers opportunities distinct 
and different. Each calls for skill 
and knowledge and a high order of 
salesmanship. 


|_—Specialization in Products 


Product specialization, among 
wholesalers’ salesmen, is practical in 
all territories, but is most used by 
salesmen in larger cities and indus- 
trial areas. Some wholesalers have 
complete departmental set-ups with 
separate sales specialists handling 
power apparatus, supplies, lamps, 
lighting, telephone equipment, line 
material, radios and appliances. In 
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man who goes places is a specialist whether he knows it or not 


these houses each specialist is the 
key salesman for his line. He is 
assisted by certain general salesmen 
whose accounts are assigned so as 
to give them a predominance of 
buyers of the particular lines in 
which they are most successful. 

In smaller establishments, specific 
salesmen develop into specialists or 
near-specialists in general lines. 
Through a process of natural selec- 
tion they become identified with and 
successful in the sale of particular 
products. 

This type of specialization is 
necessary, for in these days the 
wholesaler’s salesman is competing 
in almost every line with manu- 
facturers’ agents and representatives 
of manufacturers, who sell direct to 
users and contractors. 


2.—Specialization in 
Customers 


Successful selling calls for more 
than a knowledge of the thing being 
sold: It requires also a knowledge 
of the buyer. Every buyer must be 
analyzed, understood. The smart 
salesman asks himself, “Why does 
he need the item? What peculiar 
requirements does he have? How 
does he like to do business?” These 
questions must be answered cor- 


rectly. For various types of cus- 
tomers have various requirements. 
Each type and business has certain 
buying motives in common. The 
successful salesman ‘finds the 
answers. Then he uses them where 
they apply. 

And so most wholesalers’ sales- 
men and sales managers recognize 
the need for customer specialization. 
They follow these principles in 
assigning and working territories. 
In the larger houses one or two 
men may sell only to railroads, 
another to national accounts (in- 
dustrials), others to office buildings 
and management companies, small 
industrials, large industrials, power 
companies, large contractors, small 
contractors, department stores, large 
dealers or small dealers. In less 
productive territories two or three 
classes of customers are often 
served by the same _ salesman. 
Always it is the groups having the 
most requirements in common, that 
are combined. 


3.—Specialization in 
Technique 


Specialization in technique is often 
not recognized as_ specialization. 
Even salesmen who successfully 


(Continued on page 38) 











kinds that dog the salesman. 


By Tom Blackburn 


seal Ne of the worst troubles a 
wholesaler’s salesman can be 
thrown into,” says Fred Barley, 
Graybar salesman in Fort Wayne, 
“are :—following a bad salesman or 
a bad deal, making difficult collec- 
tions, handling difficult prospects. I 
don’t like any one of them. 

“I remember one time I was shot 
into a trouble territory. My pre- 
decessor had messed things up so 
thoroughly I couldn’t even get apr 
interview with the biggest account. 
It was up to me to get under his 
skin. I gum-shoed around, and dis- 
covered he liked to go fishing. I 
found the spot where he was going 
to fish. I introduced myself with- 
out naming my firm. We fished to- 
gether. He formed his opinion of 
me without any prejudice. 

“Next I discovered he was a radio 
bug. Now it happened that my com- 
pany had a new type of cone 
speaker ; so I sent him one. With it 
I wrote a note introducing myself 
as the company’s new man in the 
territory. Our big customer real- 
ized that, being a new man, I was 
not to blame for old troubles, and 
he gave me a fresh break. If I had 
gone in cold and apologized, it 
would have probably boiled him all 
up. We would have gotten no- 
where.” 

Fred has another way of work- 
ing back into a customer’s good 
graces. He finds that construction 
foremen rarely hold any bitter feel- 
ings. So several times he has got- 
ten close to these men. He did 
not try to sell them. He merely 
found out who was blocking his 
path. With this inside information 
he was able to do the right thing 
with the boss, and open up the 
account. 





HIS Specialty Is 


TROUBLE 


And here is the way he handles three common 





F. M. Barley, Graybar salesman, Fort Wayne, 
relaxing with the well known soft drink. 


difficult collections is 
Whenever money 
starts backing up, and collections 
Fred 
goes around to see what’s wrong. 

“Nine times out of ten,” he says, 
“when collections pile up, the 
answer can be found in an over- 
loaded inventory. So I get busy 
selling snow bound items for that 
dealer. In many instances, it is a 
local strike, a shut down or a failure 
that has put this particular man’s 
business on the blink. You scatter 
this stuff out, and it saves the day. 
I get the dealer’s deck clear for him. 
Then I’m careful not to oversell 
him again.” 

Most territories have some pros- 
pects who are Chinese puzzles. Fred 


Making 
something else. 
begin 


to get tough, sarley 


3arley hit on one way to handle 
them which he 
Joseph College, in Rensselaer, was 
on the market for some physics 
laboratory equipment. He _ went 
after it. “Then something embar- 
rassing happened,” he relates. “I 
can't spell for 


passes on. St. 


sour applesauce. 
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There I was facing a dean, and I 
had to ask him how to spell ‘physics’ 
and ‘Rensselaer.’ Instead of regard- 
ing me as a nitwit, he very decently 
helped me out. From that day on 
I’ve never posed as an expert. I 
just say, ‘I don’t know,’ and let the 
other fellow be the smart guy. I 
let them tell me. Men who feel 
themselves in a superior position 
like that sort of deferential treat- 
ment.” 

Fred declares that a salesman is 
hitting on all six when he keeps 75 
per cent of his customers and pros- 
pects pleased. Man is a funny ani- 
mal, and when his chemistry doesn’t 
click: with the other guy’s nothing 
can be done about it. No one is 100 
per cent acceptable. Fred is satisfied 
to click three-fourths of the time. 

Among the firms Fred Barley has 
been with are Arnold & Weathers- 
bee in Oklahoma City, and the Elec- 
tric Construction and Machine Co. 
at Rock Island. He lives in Fort 
Wayne. His headquarters are in 
Indianapolis. 
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McCoy specializes in this way —He studies the town, asks 


questions and finds the man he wants before he puts on the heat. 


HEN a_ wholesaler’s 

man hits a town in search 
of a new appliance dealer how can 
he get the best man in town, and 
not just another outlet? B. C. 
McCoy, salesman for R. P. Me- 
David & Co., Birmingham, Ala- 
bama, has a method. 

When McCoy barges into town 
he doesn’t try to pick up the first 
dealer who will listen to his sales 
story. First he makes a survey of 
the possibilities. He rambles around 
and talks to three or four dealers, 


sales- 














to their salesmen, to other employ- 
ees. He asks questions at the hotel, 
at the service station, wherever he 
may stop. 

Pretty soon he has the story of 


who are the stem winders in town, ° 


and who belong to the also-in-busi- 
ness type. He uses his eyes and 
notes the best window displays, who 
is advertising, who is bidding for 
business. McCoy likes the dealer 
who has some enthusiasm and shows 
a bit of fight. 


In one town, the other day, Mc- 














B. C. McCoy. star s 
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alesman for the Kel 


Coy got around and talked to two 
or three dealers. They were apa- 
thetic, but “guessed” they might sell 
a few roasters, a few fans. Then 
he talked to another—an automo- 
bile dealer—who said, 

“Heck! Maybe there’s something 
in it. Used cars are slow right now, 
and we're not keen about selling 
new automobiles, unless we can sell 
the trade-ins. So give us the line. 
We'll show you something.” 

That is the spirit McCoy likes. 
He took on a new dealer. 





PICKING A 


Georg 


Dealer 


By 


a. 8. Gases" 


_—~ 
vinator distributor 7 Birming 


“Some salesmen go at the job 
as though they have something to 
put over on the dealer,” says Mc- 
Coy. “My attitude is that I have 
called on the dealer to help him 
make a profit. I have the most 
valuable franchise in my field. | 
pick my dealers accordingly. 

“T explain to the prospect that 
I’m not there just to sell him an 
initial order of floor stock. Rather 
I go into all the service we render 
in the way of advertising, display 
and actual sales assistance. I im- 
press upon him that his initial order 
will cost us money unless he proves 
a consistent merchandiser. And 
that’s a fact, too. We don’t want 
a flash in the pan. Everybody gets 
hurt and no bacon is fried. 

“Furthermore, we advise our 
dealers to turn down doubtful busi- 
ness. In other words, we'd rather 
have the dealer who sells 25 re- 


(Continued on page 60) 

















UNNY no one had thought of 


it before. For years jobbers 
had sold desk and bracket fans. 
But ventilation? Oh, no! That 
required consultants, ‘engineers, 
slide rules and wierd curves. Ot 
course, all these still are required 
on a big auditorium or tunnel job. 
But most places needing ventilation 
stores, work rooms 
and spray booths. The installation 
consists of a hole in the wall, an 
exhaust fan in the hole, a switch 
and wires to supply power, and a 
louvre or shutter outside the fan 
to keep out the rain. Any jobber’s 
salesman can sell that. 

Well. one afternoon Dick Briggs, 
local manager for Ilg, called Bill 
3ingham, salesman for Alpha Elec- 
tric in New York, and sold him this 
idea. Bingham, now Eastern Dis- 
trict Apparatus Sales Manager for 
Westinghouse Supply Company, 
had started out to be a high collared 
engineer at the Pittsburgh works. 
3ut he found he wanted to sell, 
and got himself transferred into 
wholesale distribution. 

3ill caught on to the fact that 
you don’t have to wrap up a 24 inch 
fan in a bundle of blueprints to 
sell it. So he tried it out. He 
started with a nearby restaurant, 
and sold the owner the idea that 
his customers would like their food 
better if they didn’t have to smell 
it first. Then he got a contractor 
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are kitchens, 
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Bingham finds prospects everywhere—like 
this unit heater for a shipping platform 
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He sells unit heaters for winter, room cool- 


ers for summer, and fans the year ‘round 


to put in the fan and hook it up. 
Just as simple as that. 

Convinced that fans could be 
sold, Bill induced his house to put 
in a little stock—just the common 
sizes, 12 to 30 inch diameters, 
some shutters, and a couple of 
utility blowers. Then he went to 
work in earnest. He called on 
sheet metal shops, where they had 
never seen an Alpha man before. 
He sold fans, and found they 
needed other supplies—soldering 
irons, paste, and the like. 

With ventilation as his hobby, 
sill thought up new places where 
fans were needed. Home and 
apartment kitchens intrigued him. 
He got the manufacturer to mount 
a small exhaust fan with a shutter 
in the center of a wide board, which 
could be nailed across the top sash 
of a kitchen window. He sold 150 
of these to equip an apartment 
building then being renovated. De- 
veloped from this crude assembly, 
panel mounted window fans are 
now standard items. 

Bingham next tried his hand at 
unit heaters. He reasoned that a 
unit heater is only a fan with some 
steam coils in front of it. 


Why 


shouldn’t it be an electrical item? 
Bill proceeded to find out. 

The coldest places in New York 
are the steamship piers. A few 
were heated by great stacks of 
steam coils and blowers, placed at 
each end of the pier, and equipped 
with ducts to distribute the heated 
air in several directions. Bill tried 
the stunt of mounting a unit heater 
over each cargo door along the side 
of a pier. The heaters were up out 
of harm’s way, and in mild weather, 
only those need be operated which 
were opposite the doors in use. He 
sold a job where it worked, and then 
a lot of others. 

Of course, any salesman who 
specializes in a line, and creates 
new markets for his company is 
going to be noticed. Bill Bingham 
was no exception. So when Alpha 
became Westinghouse Supply, he 
was picked to organize the appa- 
ratus sales department. He made 
ventilation a major line, with a 
specialist to work with and for the 
20 general salesmen in the territory. 
He taught them the selling’ methods 
he had found successful, and where 
to look for ventilation business. 
And it has paid him well. 
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By Fred Zaugg 


Lighting Salesman, North Coast 
Electric Co., Portland Ore. 


| te our part of the country, even 
the smaller towns are installing 
illuminated play fields for night 
football, baseball and soft ball. 
Every town that boasts a “home 
team,” and every small college is a 
prospect. They all know that night 
play brings out the crowds. And 
the gate is often double that for the 
best afternoon games. But they 
hesitate to go ahead through fear of 
the cost, and fear that the equip- 
ment selected may not give the re- 
sults required. This is where the 


wholesaler’s salesman comes in. 
Some time ago we decided to go 
after sports field lighting jobs in the 
smaller cities and towns. We rea- 
soned that folks would rather see a 
night game at home or in a neigh- 
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Giue THE SMALL TOWN FANS 


a Break 


His specialty is sports field lighting—but he doesn't 


wait until someone builds a million dollar stadium 


boring town, between local teams, 
than to spend the time and money 
to see professional games in the city. 
We developed a selling technique. It 
worked. We suggest that you try it 
in your territory. 

Sports field lighting in any smaller 
community is sponsored by one of 
two groups. It may be promoted 
by a small college or high-school, 
parent teacher’s association or other 
educational group, or it may get its 
start from some civic or community 
organization. Whatever its incep- 
tion, the purpose is to get night 
games going so that people will 
come out and spend their money. 


It is our experience that the earlier 
you get in on a proposed job of this 
kind, the better your chance of get- 
ting the business. We make it a 
point to let our contractor and 
dealer customers know of our in- 
terest in outdoor lighting, and usu- 
ally get an early tip-off. Sometimes 
we plant the idea ourselves. 

As soon as any interest is evident, 
we get acquainted with the leaders 
in the movement. We watch de- 
velopments, sell the idea that sports 
field lighting is not costly, when the 
return is considered, and generally 
talk up the proposition. 

(Continued on page 60) 











































PLAY IT 
THREE WAYS 


EADING the other evening Arthur Hertzler’s fine book 
“The Horse and Buggy Doctor’’—I ran across this one. “Life 





ss 


is made up of just three things,” he says, “hunting for something, 
getting hold of it, then fighting to keep it.” Of course, the old 
Doc was speaking about his patients—just people. You know. But 
he was calling the wholesaler’s salesman by his first name. 

Since 1907, I have known a lot of wholesale selling men. I’ve 
talked with ‘em, made calls with ’em, helped line the bar with ’em, 
and listened long. I never saw one yet who didn’t think he knew 
just how to sell. He had a system. He followed it. 

Of course, most of these eggs were right. They did know how 
to sell. They brought in orders and held their jobs. And there 
were no two of them who worked it the same way. Each one of 


B them was different. Each had to be himself. 
y 


Earl Whitehorne UT the point I’m making is that even in this age of specialists 
you gotta have some rules. Hold a hand of bridge or shoot 
some kelly pool and you may have a system, too—but it’s a game 

and you play it that way. And it’s the same with selling. 
God knows why no one of us is willing to accept another man’s 
experience. We won’t drive safe until we’ve wrecked a car. Nobody 
can tell us how to pick a gal or train a brat. Of pies et private, 
| so we get away with it. But selling isn’t. For when you sell, the 
boss has got a stake in it. So has the manufacturer. So has the cus- 

tomer. And the baby needs shoes. 


HILE you specialize, therefore—be smart. Go make your- 

self top man on this product or another. Learn how to hyp- 
notize industrial buyers with big ears, if that’s the way you want 
to play. But listen to Old Man Experience. And he says “Play it 
three ways!”’. 

For customers go sour. They die. They get shanghaied by other 
prowlers. And there is only one way to be safe. Hunt for new ones 
week by week. Work on the good ones and win ’em. And fight 
like Hell before you let one go. That’s been Rule Number One 
since life began. 
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HERE are lots of ways to be- 
| come a vice-president. Otto E. 


Frankenbush, vice-president of the 


Hawkins Electric Company, Chi- 
cago, reached this goal by wire— 
He did it through the development 
of a technique for telephone sell- 
ing. He joined the company a year 
after its when his first 
job as bookkeeper in a_ leather 
That was 
He’s been 


founding, 


house sort of blew up. 
twenty-two years ago. 
there ever since. 


When R. W. 


this wholesale 


Hawkins opened 
house, he realized 
that to be successful a small jobber 
must do something out of the ordi- 
Electrical supply lines are 
made up of thousands of items pro- 
hundreds of manu- 
Industrial customers, at 
one time or another, need almost 
everything. But plant electricians 
and buyers are not always sure just 
what they want. 


nary. 


duced by 
facturers. 


They know the 
result desired, but are not sure of 
the rating of the item or what the 
electrical folks call it. So Hawkins 
decided to specialize on the sale of 
electrical industrials, 
and to make it easy for them to 
buy. 

A house with 
naturally 
tomer relations. 


supplies to 


this policy just 
develops friendly  cus- 
Otto Franken- 
bush’s cordial manner and love for 
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people just fitted the picture. He 
proceeded to build Hawkins’s busi- 
ness, via the telephone. He made 
it his specialty. And as a result of 
years of study and _ practice, it 
makes friends, gets results, and so 
rates a careful analysis. 

Here are his secrets. There are 
six of them— 


1—The Approach—Suppose the phone 
rings. Otto picks it up, listens a second, 
and says, “Hello, Ken, when did you get 
back from the woolly woods?”, or some- 
thing equally personal. His caller is 
flattered that Otto knows his voice, and 
has remembered something about him. 

Otto has marvelous hearing and a 
good memory. He has trained himself to 
recognize telephone voices the instant he 
hears them. And he likes his customers. 
So every call starts with a little per- 
sonal chat, and then gets down to busi- 
ness. 

2.—Translations — Frankenbush holds 
that most men in the industrial and manu- 
facturing industry do not know electrical 
terminology very well. But they do know 
what they want. So he listens carefully 
to their requests, and then repeats back 
the correct description. His customers 
are grateful. 

If the customer is too vague, Otto asks 
in detail, just what is to be done with the 
gadget. Then he explains it. For exam- 
ple, one day a customer asked for a fuse 
“that wouldn’t blow out.” A little judi- 
cious questioning showed that he wanted 
a neutral plug. 

3.—Time Saving—Next to getting the 
right answers to his electrical problems, 
the customer is interested in getting them 
quickly. Otto Frankenbush has organ- 


HE WANTED TO MAKE MORE MONEY! 


Otte Frankentush 





OF CHICAGO 


He makes it easy for the 


customer to buy by phone 





ized his office force to get facts fast. His 
desk is out in the open, with his assistants 
close at hand. 

If discounts are to be figured, he passes 
his notes to a comptometer operator close 
by, and gets the answer at once. The 
boys in the stock room keep their eyes 
open and hop in at the wave of his hand, 
to give information about shipments. The 
switchboard operator is trained never to 
let calls pile up. If a minute goes by 
with the boss still busy, she offers to call 
back as soon as he is free. 

4.—Research—No one who calls Haw- 
kins for anything electrical ever gets the 
answer, “No, we don’t sell that item. We 
don’t know who carries it.” Otto is no 
electrician himself. So he early learned 
to plead ignorance and offer to find out 
and call back. And when he says he'll 
call back, he calls. 

5.—Details—It is Otto Frankenbush’s 
creed that attention to even the smallest 
detail of a customer’s order is essential. 
It builds good will and makes for future 
business. In an order placed by telephone 
not long ago, a customer included a dozen 
wash rags and three bags of cement. 
Hawkins doesn’t catalog anything of this 
nature, but they went out with the rest of 
the order. It was a little trouble to 
pick them up, but it gave the customer 
service. 

6.—Desk Arrangement—In order to 
speed up his telephoning, Otto keeps his 
catalog sheets before him, right across 
the top of his desk. In the left hand 
drawer is his net price book on staples. 
In the right hand drawers are the most 
frequently used manufacturers’ catalogs. 
He has two phones. So he may call out- 
side for information without losing the 
incoming contact. 


This specialization on telephone 
paid. The Hawkins 
Company is a small firm, but they 
turned their stock twelve times in 
1936 and fourteen times in 1937. 
And half the orders are _ placed 
without price. That’s how cus 
tomers support wholesalers who 
make it easy to buy. And this man 
Otto turned the trick. 
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THE LINE THAT HAS 





PREPAREDN 


Many a salesman starts out with nothing 
more than Code wire orders in mind... And 
just suppose a customer wants wire or cable 
for a different kind of service entirely. Then 
what’... Entirely beyond the all-important 
staples, you should have, at command, data 
on a complete line of wires and cables—and, 
preferably, from one dependable source of 
supply. And that is a prime advantage in 
being lined up with General Cable... 


The Line that has Everything. 


‘The General Cable Sales Offices are organized as an instrument of jobber cooperation. Are you ready to tak 
advantage? Sales Offices located at Atlanta, Boston, Buffalo, Chicago, Cleveland, Dallas, Detroit, Los Angeles, 
New York, Philadelphia, Pittsburgh, Rome (N.Y.), St. Louis, San Francisco, Seattle, Washington (D.C.) 
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HOLESALERS’ conventions 

are always interesting, but 
this fall meeting of the National 
Electrical Wholesalers Association 
promises to be outstanding. This 
semi-annual, three-day, convention 
will be held at the Drake Hotel, 
Chicago, beginning Monday, Octo- 
ber 17. 

With general business making 
toward recovery, in spite of handi- 
caps, all wholesaler members must 
be present. \ddresses will be pre- 
sented at the general sessions by 
men you'll want to hear. All phases 
of electrical wholesaling will re- 
ceive attention in the commodity 
committee meetings. 

What's on the program? 


MONDAY will be devoted to the 
work of the executive committee. 
That is the day for everyone to get 
organized and renew contacts. 


TUESDAY, at 9:20 A.M., the Chair- 
men of the 19 commodity commit- 
tees will call their separate meet- 
ings. During the afternoon, start- 
ing at 2 o'clock, there will be con- 
ferences of the various commodity 
committees with manufacturers. 
At 5:15 P.M. there will be a 
meeting of the I.A.E.I. committee, 
and at 8:30 a meeting of the exec- 
utive committee with all commod- 
ity committee chairmen present. 


WEDNESDAY, at 10:00 A.M. the 
epening session for members and 
guests will be held. J. G. Johan- 
nesen, the new Chairman of the 
I-xecutive Committee, will make his 
bow, and deliver the opening ad- 
dress. Then will come the report 
of the program committee. Next 
the Association Counsel will talk 
on developments in the Wage-Hour 
Law, and other recent Federal 
legislation affecting electrical whole- 
scaling. Huntington B. Crouse, 
president of the Crouse-Hinds Co.., 
will then address the session on 
the subject, “What Is This Thing 
Called Business?” The Wednes 


day afternoon closed 


session for 











Meet ‘em 


AT THE DRAKE 





NEWA Semi-Annual Convention, Coming— 
Chicago—October 17-20, 1938—Hotel Drake 


members will receive and discuss 
reports of the commodity commit- 


tees. 


THURSDAY provides only one Ses- 
sion for members. Starting at 9:15 
it will continue the commodity re- 
ports and discussions. Following 
this, unfinished business and new 
business will be disposed of, and 
the convention will adjourn. 

Three hundred invitations have 
heen sent by the executive commit- 
tee to manufacturers. But this is 
not enough. To get these manu- 
facturers there, every member of 
the NEWA should see to it that 


iis suppliers are going to be repre 


Here is where the wholesalers 
will hold forth 









sented. So drop them a line, and 
urge that they be there. 

Wholesalers and manufacturers 
are both members of our industry. 
They face common problems. Let’s 
take advantage of this opportunity 
to build a better working team. 
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Means 


Prestige, Profit, More Business 


Contractors report that the Cutler-Hammer Multi-Breaker 
has no equal for selling jobs of electrical modernization. 
Extensive rewiring projects frequently start with merely the 
sale of a Cutler-Hammer Multi-Breaker installation. 


Installed in kitchen or wherever convenience dictates, 
he C-H Multi-Breaker provides a circuit breaker for each 
branch circuit. To renew service after overload, the house- 
1older simply resets the proper toggle. Nothing to change. 
Nothing to replace. Nothing to get out of order. 

Working parts factory-sealed in a heavy Bakelite case, 
the C-H Multi-Breaker is practically indestructible. Con- 
tructed for ease, speed and simplicity in wiring and in- 
stalling. For Aush or surface mounting. 


A BUSINESS GETTER IN THE 
BOOMING HOME-BUILDING AND 
MODERNIZING 


MARKET 








THE CUTLER-HAMMER 
MULTI-BREAKER 


Ending forever the nuisance of blown fuses, the 

Cutler-Hammer Multi-Breaker appeals instantly to 

every home owner or builder. Contractors gain pres- 

tige, quick sales, extra profits by featuring its ultra- 
modern convenience 


Beyond any doubt, the Cutler-Hammer Multi-Breaker is a win- 
ner—a winner whose spectacular present success is but a prom- 
ise of its even greater future. Architects snap it up for their 
plans. Home owners enthuse over it. Speculative builders fea- 
ture it. Contractors profit by its quick acceptance and gain 
prestige through recommending it for new homes . . . find it the 
open door to extra profits as an entering wedge to get elec- 
trical modernization jobs. Power companies laud it as a real 
answer to the problem of needless and costly service calls. 
Alert electrical wholesalers need not be told twice that the 
Cutler-Hammer Multi-Breaker is the type of “winner” it pays to 
push. CUTLER-HAMMER, Inc., Pioneer Electrical Manufacturers, 
1327 St. Paul Avenue, Milwaukee, Wisconsin. 
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Square palaces or 


Times 
movies—they all use electrical equipment 


You Can s 


r | \ HE theatrical industry has some 
$2,000,000,000 invested in 


plants. Indications are that at least 
10 per cent of this investment is 
electrical. There are 16,000 motion 
picture theatres in the country now, 
and whether or not old ones are 
scrapped, new ones to the tune of 
$25,000,000 to $45,000,000 are 
being erected year. Only 
about 25 per cent of them are in 
the larger They are all 
through your territory, and always 
easy to find. 

Rebuilding, of interiors and ex- 
teriors, and of equipment and pa- 
tron comforts, goes on all the time. 
Ten years, for a good house, is 
about the limit between major re- 
vampings. Old theatres undoubt- 
edly spend millions of dollars for 
electrical equipment every year. 

Electrical material averages 10 
per cent of the cost of new theatres. 
So you can find out the number of 
seats planned, then figure $9 per 
seat for electricity, including in- 
stallation. That is the measure of 
your opportunity on new construc- 
tion. And when a new house is 
going up, see the architect, consult- 
ing engineer, electrical contractor, 
and the professional theatre man- 
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roads 


a light area at the aisle floor level. 
Quite a trick—it needs the right 
selection of lamps. And it forces 
changes of lamps and _ lighting 
whenever changes in the projection 
room increase the amount of light 
reflected from the screen. Use a 
light meter and show the manager. 

Theatre owners often make their 
own light boxes and projectors for 
special effects. Sell them the sup- 
See the electrician. 

Stage shows are coming back. 
The stage is used for vaudeville, 
games of chance, prize awards, 
dance contests, cooking schools, and 
what _ not. Borderlights 
stronger lamps. Footlights sink or 
fold back out of sight. Intimacy 
is desired between stage and audi- 
Locations of lighting units 


plies. 


need 


ence. 


ec. /heatres 


Theatres need most everything that whole- 


salers sell. 


agement service if one is in the 
picture. 

And by all means see the man- 
ager. He usually is appointed be- 
fore the new house is started. He 
is going to run it when it is 
completed. And he wants it right. 
Lighting—Theatres are the lamp 
salesman’s paradise. For lamps 
alone, a new house averages over 
$1.35 per seat. The theatrical in- 
dustry waits like a cat at a mouse 
hole for every new lamp the elec- 
trical laboratories bring 
out. In the studios they are using 
10,000 watters, buying them on the 
basis of dollars per minute of burn- 
ing life, and timing them with stop 
watches. In theatres, 2,000 watt 
lamps are no longer a_ novelty. 
There is not a department of the 
theatre which does not offer chances 
to sell lamps. 

For audiences, 3 levels of light- 
ing are aimed at: a light area at the 
eye level of the patron walking 
down the aisle, a dark area at the 
eye level of the seated patron, and 


research 


But mostly they need service 


are changed so beams of light will 
not act as vision barriers. All stage 
lights should be on at least 3 inde- 
pendent circuits for selectivity of 
color lighting. Sell the wiring sup- 
plies. See the house manager, the 
stage and house electricians, and the 
projectionist. Don’t forget that 
much of the stage lighting comes 
from the projection room. 
Projection Room—Make a friend 
of the projectionist. He has an 
electrical education and a great deal 
of authority. He has electrical 
hobbies. Sell him his supplies. 
New state laws are protecting him 
against an occupational disease which 
comes from inhaling the acid fumes 
from over-heated film—you may 
sell an exhaust system. Some of 
his electrical stuff is too specialized 
for the usual wholesaler, but he 
needs plenty of what you do have. 
Sound also is highly specialized. 
But there are public address sys- 
tems, microphones, amplifiers and 
other supplies you can sell. And 
for the sake of sound, the need to 
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dampen all vibrations, and _ to 
ground everything electrical and 
otherwise to protect against inter- 
ference, can make many sales for 
you. Demonstrate instruments for 
hunting troubles. 


Ballyhoo — Theatre “front” and 


ballyhoo use all sorts of lamps, 
neon signs, animations, etc. They 


are the one thing you can’t miss 
seeing. 

For ballyhoo, many theatres are 
taking their own movies of local 
events. That means supplies for 
cameras, trucks, lighting and even 
sound. This is just getting under 
way—now is the time to get in. 
And incidentally, if a local photog- 
rapher is developing the film, he 
will need some lamps, heaters and 


other camera room supplies. 

There are lobby shows to attract 
crowds and to amuse patrons who 
are waiting for seats. Sell supplies 


for projectors, phonograph pick 
ups, automatons, etc. 
Comfort—Patrons must be com- 


fortable. Air conditioning is there- 
fore multiplying and remultiplying 
power needs. 

And air conditioning is continu- 
ally being revamped. With new, 
hotter lamps there is a greater lamp 
heat load. Insulation for fire pro- 
tection, and the shutting off of 
passages to make better and larger 
smoking rooms, both increase the 
troubles. “Styles” in air condition- 
ing change from draft to no draft 
or the reverse, and in degrees of 


By Edwin Laird Cady 


cooling and of humidity control. 
Portable and auxiliary cooling units 
are added to keep systems as flex- 
ible as possible. Individual 
are put into projection 
dressing rooms, lobbies, 
smoking rooms and managers’ of- 
fices. Sell these units. 

Theatres like automatic heat—oil 
burners, gas heaters and _ stokers. 
The heat must be flexible and _ its 
control sensitive. There is always a 
market for better thermostats and 
more effective locations of control 
points. 

Drinking fountains, “patron op- 
erated” by photoelectric or capaci- 
tance devices; hearing aids wired 
to a few seats; soothingly lighted 
crying rooms where mothers can 

(Continued on page 38) 
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FOR THE STAGE 
borderlight lamps, 


floodlight lamps, 


curling irons 
fans 

pressing irons 
serving machines 


ROOM 


carbons 
carbon savers 
connectors 


fire extinguishers 


lamps, stereoptican 


lamps, projector: 


receptacles 
rectifiers 
tools 


FOR SOUND 


amplifiers 
amplifying tubes 
choke coils 
condensers 
decibel meters 
jacks 





200 to 1000 watts 


FOR THE PROJECTION 


cord, rubber covered 


lamps, low intensity arc 
750 to 2100 watts 


500 to 1000 watts, 
monoplane filaments 


500 to 1500 watts, 

monoplane and biplane 
motor generator sets fans 
nitric acid fume exhausters 


WHAT 


microphones, 

hand and full size 
open circuit bleeders 
phonograph pick-ups 


disappearing "7 
spotlight lamps, plugs 

75 to 2000 watts public address systems 
connectors rectifiers 
cords, rubber covered resistors 
fuses sound meters 
jacks — 

tubes 

plugs 


voltage regulators 


FOR FRONTS AND OFFICES 


alarms, 
burglar and hold-up 
animations 
automaton mechanisms 
clocks, electric, 
multiface, illuminated 
cut-out machines 
drink dispensers 
flashers 
phone systems 
poster lights 
sign panel shifters 
signals 
signs, electric, neon, 
running message 


FOR PATRON COMFORT 
air conditioning: 
automatic controls 


FOR THE WARDROBE 


solenoids 
spot coolers 
valves 
drinking fountains 
fountain controls: 
capacitance, 
photo-electric 
hearing aids: 
amplifiers 
earphones 
microphones 
volume controls 





thermostats 


FOR STAND-BY AND 
MAINTENANCE 


automatic switches 

batteries 

battery chargers 

converters 

generators, 
emergency lighting 

motor generator sets 

rectifiers 

rug shampooers 

vacuum cleaners, 
heavy duty 


and ordinary 


FOR GENERAL LIGHTING 


dimmers 

lamps, high-intensity: 
condenser types, 
reflector types 

lamps, general service: 
15 to 1500 watts, 
colored, 
inside frosted, 
odd shaped 

light meters 

reflectors 


FOR THE ELECTRICAL 
DEPARTMENT 


ammeters 

batteries 
battery testers 
battery chargers 
cable 
circuit brakers 
commutator dressing 
contacts 
conduit 
cords, flexible 
fans 
fishing equipment, wire 
fittings 
fixtures 


flashlights 





THEATRES BUY 


floodlights 
fuse pullers 
fuses 
ground testers 
hacksaw blades 
incandescent lamps—all sizes 
insulating compound 
lamp changers 
lamp guards 
lamps, portable work 
lighting fixtures 
motor controls 
motors and supplies 
neon sign materials 
outlet boxes 
panelboards 
plugs 
portable electric tools 
reflectors 
remote controls 
solder 
soldering compounds 
soldering irons 
soldering paste 
starters 
switches, automatic time 
tape 
thermostats 
toggle bolts and screws 
tools, construction 
tools, electrician's 
transformers 
valves, magnetic 
valves, motorized 
varnish 
voltmeters 
welders, electric 
wire—all sizes 
wire connectors (solderless) 
wire, fixture 
wires and cable, interior 
wiring devices: 
plugs, attachment 
receptacles 
sockets 
switches, pull and canopy 
switches, wall 
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Here’s a case that shows how the Better Light- 
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Better Sight program and Anaconda’s 
industrial program dovetail together 































NE bay of a certain industrial plant was 

lighted with 500 watt lamps and another 
bay with 300 watt lamps. Because of under- 
sized copper and consequent “pull”, the light 
delivered was approximately the same in both. 
Naturally, the customer complained. 
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25 BROADWAY, NEW YORK CITY 


Please send details of your industrial wiring promotion 
plans. Include copies of books. (Cross out if you already 
have these.) 
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Here is a new and unique merchandising item that will stimulate 


‘ the spirit and enthusiasm of your sales force and create new markets 
“ | for brome where none existed before. . .. . . . . As proved HANDY 5-FT. SET 
by the installation views there are hundreds of applications for it in INCLUDES: 
: thousands of Homes, Offices, Stores, Commercial Buildings and 
Factories. . . . . . . . Itis an item that will appeal equally 
epee to your Contractor and Industrial Customers. - 5-FootSection ofDuct 


in which two Busbar 
An outgrowth or development of the standard System Trol-E-Duct, Conductors are 
the 5-Ft. HANDY SET can be used to secure installations in individual mounted. 
Departments of Industrial Plants where the adoption of the complete Feed-in End Cap 
System might not be immediately possible or practicable. ° ; 





4 f 
ed 





my —— We believe the occasion of your Convention a most fitting time to care Entrance End 
: emphasize the sales possibilities of this unique item and to express j 

our sincere thanks to those Jobbers whose enthusiastic co-operation 
in promoting these HANDY SETS has already been reflected in a 
very gratifying flow of orders. 


Two Supporting 
Hangers. 


, - 5-Foot Cord with 
, a\ Our Local Representatives will gladly give Attachment Plug. 


\ you demonstrations with complete details 

Trolley: Terminal 

‘ . ‘ , % Type or Receptacle 
‘ew \, 


BULLDOG ELECTRIC PRODUCTSCO. 


Pioneers of Flexible Electrical Distribution Systems 
DETROIT, MICHIGAN 


BULL DOG ELECTRIC PRODUCTS CO. OF CANADA, LTD., TORONTO, ONT. 
MANUFACTURERS OF VACU-BREAK SAFETY SWITCHES, PANELBOARDS, SWITCHBOARDS, DUCT SYSTEMS 
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What It Means to the 
Wholesaler's Salesman— 
And the Opportunity 
that Industry's Problem 
31 Now Opens to Him 


PRESENTED BY 


The Wholesalers Salesman 
A McGRAW-HILL PUBLICATION 





To the reader of THE WHOLESALER'S SALESMAN 


| There is no doubt that today the American people are taking a keener, more critical 
| interest in the conduct of business than ever before. And when I say critical, I mean exactly 
that. During recent years most of them have suffered loss, either of jobs or of savings, and under 


such circumstances men are prone to accept without serious question any scapegoat that appears 
plausible. In the confusion of fears and resentments, they seem to have concluded that short 
sighted and selfish business management is chiefly responsible for their misfortune. 


However mistaken and unfair such conclusions may be, management cannot ignore them. 
It must recognize that in the long run, the opinions of men are the result of experience, of what 
happens to them each day, much more than of what they are told. 


Progressive management has already faced that fact; has already begun to think and 
work beyond the technicalities of production and distribution that once absorbed most of its 
energies. It sees more clearly and deals more proficiently with its human responsibilities. It is 
learning to reconcile the economic success of the industrial unit with the social welfare of worker 
and community. 


Presently, every business—the small retailer as well as the large manufacturer—must 
learn how to interpret more convincingly to its own public the social as well as the economic 
benefits of its policies and accomplishments. Only as each business satisfies the newly aroused 
and critical interest of people in its affairs will it be able to disarm those who trade on the 
human tendency to blame our troubles on someone else. Yes, if business as a whole is to win 
a favorable public opinion, each and every business must act to improve its own public relations. 


The readers of this journal, and of other business publications, compose, we believe, a 
group that can achieve for American business a sound and lasting solution of this vital problem. 
They alone are in position to shape the working conditions of 21 million employees. They alone 
can mou'd the attitude of those other millions who compose the various “publics” to which all busi- 
ness must be responsible. 


Heretofore, the function of business papers has been to exchange successful experience ; 
| to dig up and disseminate practical facts for the use of their readers, serving primarily the tech- 
nical and merchandising needs of business. But this matter of human relations has now become 
of equal importance, for good industrial and public relations, it has been found, reduces corporate 
losses, removes fear and suspicion, promotes operating efficiencies in both production and sales. A 
better knowledge of public relations technique is, therefore, quite properly essential for men in, or 
moving into, positions of greater executive responsibility. 





So, beginning with this insert, each McGraw-Hill publication sets out to strengthen its 
editorial service in the important domain of Public Relations. I hope that the million readers of 
McGraw-Hill’s business papers will get much real and practical help toward building better rela- 

tionships between their own businesses and their employees, their customers, and the communities 


in which they must carry on. 


President, McGraw-Hill Publishing Co., Inc. 
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LATIONS PROGRAM? 





N less than two generations the 
United States has changed 
from an agricultural to an in- 

dustrial nation. Living standards 
and efficiencies at once the despair 
and envy of other countries have 
been created. Foreign delegatious 
still flock to our shores to study 
our methods so that they may use 
them as patterns for their own 
organizations. Yet here at home to- 
day these methods and the systems 
responsible for them are under in- 
creasing attack. 

Since every person employed in 
productive enterprise is a part of 
American industry, these attacks 
imperil the livelihood of nearly 
forty million workers and their de- 
pendents. The newest addition to 
the payroll has as much—if not 
more— at stake as the veteran busi- 
ness executive. That also is true 
of particular industries which at 
present may not be under direct 
fire. All industry is so interrelated 
and interdependent that even the 
seemingly immune enterprise must 
suffer when the legitimate activi- 
ties and the buying power of their 
customers, or the customers of their 
customers, are curtailed. 

Ironically enough, public  ac- 
quiescence in many of the current 
attacks is an indirect recognition of 
the satisfactory manner in which 
our industrial system normally 
functions. Reasonable opportuni- 
ties for the employment of those 
ambitious to put their mental or 
physical talents to work, and con- 
tinually rising standards of living 
have come to be widely accepted as 
a matter of course. Any unfavor- 
able change in these conditions 
leaves the general public surprised, 
confused and resentful. Such reac- 
tions as these make it easy for pres- 
sure groups to unloose destructive 
propaganda which further heightens 


resentments and breeds new miscon- 
ceptions. 

These misconceptions take many 
forms shaped by the experience, the 
inexperience, or the special inter- 
ests of the critics. To one it ap- 
pears that business can’t manage 
itself and must be owned and man- 
aged by the Government. Another 
believes that employees are under- 
paid or that stockholders and execu- 
tives are overpaid. To others cor- 
porate surpluses are too high. Many 
have convinced themselves _ that 
power and machines have reduced 
employment opportunities ; and that 
industry can raise wages and reduce 
prices while costs go up. 

Several misconceptions are based 
on faulty generalizations. Because 
a few companies have been remark- 
ably successful, it is argued that 
all could make money. Because 
some corporations have been ruth- 
less, all corporations, it is contended, 
will stoop to unethical conduct to 
gain their ends. This is like say- 
ing: John Smith killed Bill Brown; 
John Smith is auburn-thatched ; all 
redheads, therefore, are murderers. 
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American business has 
just come through nine 
years of depression and 
six years of political per- 
secution. Some of this 
punishment was called 
for. But it has gone too far. 
The stability and prog- 
ress of industry and the 
security of invested sav- 
ings is now threatened. 
This has become a vital 
concern to the wholesal- 
er's salesman. 




















Unfortunately, these who would in- 
dict all business for the crimes of 
a few are more subtle in their ap- 
proach and so create an impression 
uot in accord with the facts. 

To put it bluntly, American in- 
dustry, once so highly praised for 
its contributions to the national 
well-being, is now on the spot. Pre- 
vailing misconceptions of how busi- 
ness operates and what it does have 
made a field day for those who pro- 
pose to hamstring or destroy private 
initiative and individual opportunity. 
These proposals run a broad gamut: 
They include public ownership, in- 
creasing and rigid federal control 
at the expense of local autonomy, 
ill-conceived legislation on hours 
and wages, labor dictatorships, and 
confiscatory taxes on thrift and em- 
ployment security. 

While the man in the street may 
be criticized for his willingness to 
swallow these nostrums, he is not 
wholly to blame. Industry, too, 
has been at fault, in assuming either 
that he was fully informed on those 
phases of its operations which are 
properly a matter of public interest, 
or that a healthy curiosity should 
be discouraged. Misconceptions 
multiply where the facts are hidden. 

The tragedy of the situation lies 
in the fact that it might easily have 
been avoided. In the simple days 
of local and localized industry, 
everybody connected with a_par- 
ticular enterprise knew everybody 
else connected with it, and the de- 
tails of its operations were an open 
book. The boss and the employees 
were neighbors; the customers, for 
the most part, fellow townsmen. 
Outside purchases were limited 
largely to those products which the 
local community neither manufac- 
tured nor raised. Competition in 
the modern sense was practically 
non-existent. 

















































\s industry developed and en 


larged its held of Operations, much 
of this early intimate’ personal 

+ 1 ‘ 1 1] 2 
touch was lost. Lhe small entet1 
prise grew bigger. In some cases 


combinations took in the local busi- 
ness, and financial control passed 
out of the community. The local 
industry which still retained its 
identity was busy meeting increased 
competition and seeking to expand 
its distribution. Little attention was 
paid to changing conditions that 
were fostering misconceptions about 
+} 


the personal relations of the busi 


ness. Bit by bit the close acquain 
tance and familiarity of the early 
days disappeared. 

Common understanding of these 
things also was impeded by the 
greater variety of occupations as in- 
dustry expanded. Each man’s job 
became so highly specialized that the 
old feeling of common partnership 
in a joint undertaking frequently 
was buried in an exaggerated feeling 


1 1 


of the relative importance of his 





wn work. This made it easy for 
each occupational group to get the 
idea that its contribution to the 
undertaking alone was essential and 
that many of the other groups were 
parasitic or, at best, unimportant. 
Such mistaken beliefs are the ex- 
clusive property of no_ particular 
group. “Goods are valueless until 
sold,” chants the sales staff; ‘“‘with- 
out us the wheels of industry would 
cease to turn.” The wheels would 
turn much faster, growls the pro- 
duction department, “if we didn't 
have so many lame-brains drawing 
fat salaries as salesmen.” Under the 
cold glance of both groups, the cler 
ical force heatedly inquires: “How 
long do you think this business 
would last if we didn’t keep the cost 
records, send out bills and collect 








the money for pas checks ?”’ Some 
executives and engineers, too, have 
been known to forget that their 
plans cannot be carried out without 
the cooperation of other groups. 
Possibly the greatest single cause 
of musunderstanding and_ friction 
has been fuzzy thinking on social 
responsibilities. Many of the re 
sponsibilities which rested on the 
individual or the state in our fathers’ 
and grandfathers’ days have been 
shifted to the shoulders of industry. 
New ones constantly are added or 
proposed often before industry has 
had time to adjust itself to those 
which have gone before. Some of 
these responsibilities affect em- 
ployee relations; others involve cus- 
tomer relations. The worker, for 
example, no longer is completely de- 
fenseless against the occupational 
hazards of his employment. “Let 
the buyer beware” no longer is con- 
sidered smart merchandising. Many 
of the changes now embodied in the 
laws were anticipated by industry 
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itself. Opposition—valid or other 
wise—to social legislation, however, 
has been used to damn business. 

Fortunately, the barriers to good 
will and common understanding can 
be broken down. The process 1s a 
simple one. It consists chiefly in 
maintaining good policies in human 
relationships and in keeping all in- 
terested people—employees, stock- 
holders and their neighbors, cus- 
tomers and the general public—in- 
formed. It means telling them in 
plain terms what revenue is re- 
ceived and where it comes from, 
what revenue is paid out and who 
gets it, how an industry serves the 
individual, the community and other 
industries. Finally, it includes the 
acceptance of the social resp ynsibili- 
ties which the advance of civiliza- 
tion imposes upon business. 

Most employers are willing to 
accept their social responsibilities, 
but they are inexpert in making that 
acceptance articulate. Too many em- 
ployers have failed to make clear 
their policies, their practices and 
their purposes as they relate to fair 
dealing with employees, investors 
andthe general public. Their inten- 
tions have been good, buf they have 
cloaked them with a veil of seerecy 


and made a mystery out of simpli- 
city. As a result the uninformed 
have been given a royal opportunity 
io exercise their imagination, And 
they have done it! 

Public relations is a comparatively 
new activity for most business en- 
terprises and involves a_ technique 
which too many have not yet 
learned. Obviously, the first place 
for each company to start is within 
its own organization. This is the 
“inside job” that builds a company’s 
good name among its own family 
and lays the firm foundation for 
building public confidence and 
favor. As one exponent of the art 
phrases it: “Industry’s public rela- 
tions cannot be one thing and its 
private actions and policies some- 
thing else. The two must be in com- 
plete accord.” 

The inside job should present no 
real difficulties to fair-minded em- 
ployers. Most workers have a 
normal predisposition to view in a 
favorable light the organization in 
which they earn their livelihood. 
Most companies endeavor to conduct 
their operations so as to justify that 
favorable attitude. But too few of 
them are adept at dramatizing the 
facts that furnish a_ substantial 
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basis for maintaining employee good 
will. So, where misunderstanding 
and suspicion born of ignorance 
exist, time may be required to break 
down the barriers that have grown 
up. 

The task of telling this inside job 
to the outside world, however, will 
not be easy, for two reasons. First, 
it has been so long neglected that 
the backlog of misunderstanding is 
large. Second, public relations in 
volves attitudes as well as actions, a 
viewpoint as well as an organiza- 
tion. Public relations is not a com- 
modity that can be purchased like a 
car of coal or a bolt of silk; neither 
can it be sold by “canned” material. 
Each program to establish sound 
public relations must be individual- 
ized and indisputably stamped with 
the personality of the company pro- 
moting it. And the deed must al- 
ways back the word! 

But the task is worth the effort. 
For, with the inside job right, a 
properly conceived and intelligently 
executed public relations program 
offers business the means of success- 
fully counteracting unjust pric 
suspicion, unfair political attack and 
unwarranted outside dictation. The 
need is urgent. 

















HE whole matter of human 

relations in business concerns 

the large employer more than 
the small one. It affects the corpo- 
ration that distributes its products 
broadly, more than a concern with 
only a few customers. We think of 
it primarily as a problem of the 
manufacturer but it involves the 
wholesaler also, and the wholesaler’s 
salesman has a stake in the situation 
as well. 

Obviously, it is part of every 
salesman’s responsibility to improve 
and protect his company’s popular- 
ity with its customers, its good will 
with the public. It is part of his job 
also to build good will for the manu- 
facturer whose products he sells, 
since in most cases, he is the only 
contact they have with industrials, 
contractors and dealers. 

Certainly, also, it is to his interest 
to keep his customer well sold on 
the importance of the services ren- 
dered by the modern wholesaler, 
both in the advantages they bring to 
the customer himself and the part 
they play in the economic distribu- 
tion of electrical products. It is 
worth his trouble to make clear that 
the wholesaler does these specific 
things— 

1. Catalogues the products of 
many manufacturers. 

Carries them in local stock. 
3. Reduces the expense of sell- 
ing, since one salesman sells 
many lines. 
4. Assumes 
quality. 
Carries credit responsibility. 
Buys in large quantities and 
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standard packages, to smooth 
out production and assure 
low cost. 


NI 


Serves as purchasing agent 
for his customers, and con- 
solidates material from many 
sources. 

8. Does all this at much less cost 
than if all the electrical manu- 
facturers sold direct to all the 
industrials, dealers and con- 
tractors. 


All of this, the wholesaler’s sales- 
man will naturally do in the course 
of his selling. But there is some- 
thing more he can do. 

All his industrial customers are in 
this bedeviling situation up to their 
ears. And if he is smart he will un- 
derstand not only the problems that 
confront them, in their need for 
better industrial and public rela- 
tions, but he will know how to apply 
his service to their solution. And 
out of this will come new oppor- 
tunity. 

It is well, therefore, for the 
wholesaler’s salesman to have a 
pretty clear picture of how im- 
proved employee relations can be 
fostered in an industrial organiza- 
tion so that he will know how to 
help. For if he can relate the prod- 
ucts that he sells to the urgent need 
of his customers, he has opened 
up new markets, broadened and 
speeded his selling. 

Yet once a company has decided 
to develop the too neglected tech- 
nique of public relations, it is pos- 
sible to lay down a pretty definite 
program and to follow it. 


The problem resolves itself into 
an inside job and an outside job. 


The Inside Job of the Individual Company 

In the development of good industrial 
relations within the organization, an or- 
derly procedure may be set down in six 


steps— 


STEP 1—Set Up a Leader—This work 
needs the leadership of an able executive, 
with knowledge of the business and skilled 
in guiding human relations. 


STEP 2—Clarify Organisation—U ncer- 
tainty means an uneasy personnel inclined 
toward political maneuvering. The or- 
ganization of the company should be 
clearly defined, so that the authority and 
responsibility of individuals may be 
known to all. 


STEP 3—Determine Personnel Policies—A 
statement of the personnel policies of 
the company should be formulated by a 
committee representing all the manage- 
ment groups in the organization. 


STEP 4—IJmprove Personal Efficiencies 
— Strengthen those influences within 
the organization which increase the effi- 
ciency of the working force, the purpose 
being to advance the opportunity for the 
individual and the company through bet- 
ter service to customers, and improve- 
ments in the quality of product. To this 
end establish certain basic policies on— 


1—Payment of prevailing wage and sal- 
ary scales. 
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like it, trust it, speak well of it, 











who will? Therefore, before a 



































of its own people. 

It is right here that the whole- 
saler's salesman has a service 
to offer. 
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What a Program to Build Better Industrial 


and Public Relations Really Looks Like 


“IRELATIONS 





2—Evaluation of jobs and setting-up of 
uniform scales of pay for equal grades of 
work throughout the company. 

3—Establishment of pay differentials, 
having due regard for responsibilities, 
requirements in skill, mentality, working 
conditions, and physical application. 

4—Establishment of financial incentives 
also, where possible. 

5—Setting up of positive procedures by 
which all changes in rates of pay are 
fully explained to the employees con- 
cerned. 


STEP 5—Assure the Well-Being of Em- 
ployees—Look after the physical and 
mental well-being of employees by pro- 
viding safe and sanitary working condi- 
tions and the plant services necessary for 
comfort. This means adequate ventila- 
tion, heating, cooking, lighting, the elim- 
ination of noise and, going a step further, 
suitable provision for rest, meal times 
and recreation. 

The stablizing of employment and the 
establishment of organized protection 
against unemployment, sickness, old age 
and death have far reaching influence 
upon both the physical and mental welfare 
of employees. So has assistance to de- 
serving individuals in their problems of 
savings and housing. 


STEP 6—Train and Educate—A_ suitable 
program should be developed for advanc- 
ing men and women in the organization 
and as citizens of the community. 

These six steps are designed to create 
and maintain on the part of employees a 
feeling of confidence in the management 
and satisfaction with their work and their 
future. This is the most important part 
of the “inside job” of public relations. 
Not only is it necessary to do the inside 
job. It is equally essential to let em- 
ployees know that it is being done. 

Having done a good job on industrial 
relations within the organization, the 
most important step already has been 
taken toward building up good will out- 
side. The company is now in position 
to tell its customers and the public not 
what it aspires or pretends to be, but 
how it contributes to public welfare. 


For Customers and Prospects—There 
are many obvious facts about a company 
that are of interest. 

1. Manufacturers of equipment and pro- 
ducers of raw materials that touch the 
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lives of people only indirectly can show 
how their products raise the general 
standard of living. 

2. Companies that sell their products 
or services direct to the public can inter- 
pret the resulting social and economic 
benefits in terms of human well being. 

3. Both types of organizations can pub- 
licize interesting facts about themselves, 
their policies and their products. 

4. Through trade and industrial asso- 
ciations, local and national, all types of 
business can join in promotional pro- 
grams for the information and education 
of the public. 


In the Community Where the Com- 
pany Is Located people judge the com- 
pany by the things they are told. They 
may get their information from _ indi- 
viduals or groups who are not parts of 
the organization and who are working 
for selfish ends. These people may or 
may not give facts. Or they may get 
their information from the employees 
themselves, who are prone to tell the 
truth as they know it. In promoting com- 
munity good will, informed employees are 
an asset to the company that has done 
the “inside job.” 

A company can participate actively in 
building good will in the community by 
taking progressive steps to publicize facts 
about itself, making them available 
promptly, accurately, clearly and frankly, 
through the usual media that exist in 
every community. 

A related method is the taking of an 
active and constructive part in commu- 
nity affairs. By becoming itself a good 
citizen and neighbor, a company makes 
itself known and liked. Here are types 
of community activities that have been 
used successfully. 

The Company Can Cooperate with Its 
Industry—By and large, an industry as 
a whole is represented by its trade asso- 
ciation. This representative should, there- 
fore, be able to act as a clearing house 
for the exchange of the plans and experi- 
ences of individual companies in the work 
of industrial and public relations. 

A part of the clearing-house job can be 
the collection of industry-wide statistics, 
even national statistics about industry, 
and their presentation to member com- 
panies ready for use. 


The Public Relations Job of the Com- 
munity—In addition, there is the public 
relations job of the community which, 





carried out jointly by representatives ot 
the individual plants, may promote local 
good will. Obviously, this group can be 
effective only as it presents facts about 
the community’s industries. 

It will have no standing before th 
press and public and its activities may 
well result in unfavorable rather than 
favorable regard by the people of the 
community, unless it sets and = cnforces 


standards of membership. Once this co 


operative working group is under way 


4 


Good industrial relations, good 
will between any company and 
its employees depend prima- 
rily, of course, upon working 
conditions in the plant. Unless 
management cares and sees 
that the workers have good air, 
light, heat, sanitation, conve- 
nient power and control, safety 
and other comforts, plus good 
hours, pay, treatment and op- 
portunity — watch out! 

Most of this is the whole- 
saler's salesman’s business. 


a community, it has unlimited possibilities 
for participation in local affairs. 


All this is actually part of one 
program, starting in the plant and 
working outward. The development 
of such a program entails a lot of 
thought and work. It requires a 
highly specialized technique. A capa 
ble man may be available within the 
organization, but the job is not one 
for an amateur. In the majority of 
cases some help must be sought out- 
side. It may be found either by hir 
ing an experienced industrial rela- 
tions executive or retaining the serv- 
ices of an experienced management 
consultant with a good record of 
achievement. It is absolutely vital, 
of course, that the executives of the 
company be solidly behind the plan 
as a permanent function of manage- 
ment. 

All this should be well under- 
stood by every wholesaler’s sales- 
man who calls on industrial custom- 
ers. The whole problem is well front 
in the minds of management. The 
wholesaler’s salesman will find it 
profitable to have an_ intelligent 
point of view on it. 

















WHAT TO DO 


How to Give Effective Aid to Your Industrial 
Their 


Customers in Improving 


Relations 


INCE the first step in the pub 
lic relations program for any 


company is good employee re 


lations, the wholesaler’s salesman 
knows where to start. Sit down with 
the head of any industrial concern 
to talk about improving conditions 
in his plant and what have you 
offer? Automatically you will see 
opportunities on every side. For ex- 
ample, tell him what to us 


|. Lo promote safety in the plan 


2. lo reduce fatigue and lighten 


the burden on the employee. 


provide more _ healthful 


working conditions. 


g 

4, To improve accuracy, thereby 
reducing waste. 

5. To aid in centralizing responsi 
bility. 

Translated into terms of selling, 

of course, this means new 


° q P 
ror a 10t Of 


markets 
merchandise. It means 


1 


that you will redirect your approach 


t 


at con 


on a variety of equipment tl 


tributes to better operating condi 


tions in factories. It will involve 


|. Lighting 

a. Improved general lighting 
to reduce accidents 

b. Specialized | 


lighting for intricate op 


ugh intensit) 
erations. 


2. Ventilation and Au 


} 


a. 
C ondli- 
OnlLNG 


a. Elimination of toxic 


and dust. 


lumes 
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What we have long talked of as “moderni- 











zation”-or “industrial rehabilitation” now 


























steps out as the practical means of building 




















good will for industry, better public rela- 

















tions for management, good will for Ameri- 





can business. And we hitch our useful sales 


wagon to a new and brilliant star. 


>. 


A 


Employee 


b More 


rooms. 


comfortable work 

tors and Control 

Modernize machine drives 

and controls. 

b. Make machine operation 
easier and more simple. 

c. Eliminate hazards with 
electronic control. 

VW otorized Tools 

a. As labor-saving devices. 

.. To enable employees to 
lo better work and earn 
more. 

Vodernized Hand Tools 

a. Remove the hazards of 

broken pliers, worn out 
screw-drivers. 

b. New 


measure. 


tools as a_ safety 


Inter-Communicating Sys 
[ems 


Phones and paging sys 


tems 
/ re Alarms 


1 
Get the 


worker out 
case of fire. 
Modern 
a. Reduce fire and accident 
hazard. 
b. Improve 


Adequate Wiring 


appearance of 
work rooms. 

Vacuum Cleaning Systems 

a. Promote shop cleanliness. 

| 


b. Do away 


with hazards. 
and Indicating 


Instruments. 


Recording 


To provide data on per 
formance. 
» To 

and cost accounting. 
Radios. Record Play rs and 
Public Address Sy 


a. For entertainment of 


assist management 


Stems 


workers during lunch and 
rest periods 
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. For use of works’ glee 


clubs, entertainers, and 
announcements. 

ectric Roasters, 
Toasters, Grills, Water 
Heaters,and Coffee Mak- 
Plant Lunch 


Rooms and Kitchens 


12, El 


Range S, 


ers for 


a. lo modernize and pre- 
pare better food. 


b. To 


more attractive. 


make such facilities 


In a word, you will take all these 
applications of electricity, which in 
the past we 
to group under the head of 


ernization” and 


have been accustomed 
“*mod- 
restyle it to the 
present need. 

The 


want 


industrial executive doesn’t 
you to call and talk to him 
about better lighting, or air condi- 
tioning, or improved control, a new 
signal system or anything else that 
you have to sell. That’s your busi- 
ness. His business is the manage- 
ment of an organization, the pro 
And the biggest 
problem he faces in this field of his 


duction of goods. 


pressing thought is the matter of 
How can he im- 
working conditions, reduce 
labor troubles, increase output and 
build good will among his workers, 


his neighbors, his 


human relations. 


pr ve 


customers, his 
stockholders ? 

The present stress in the field of 
therefore, 
new doors and opens all doors wider 


public relations, opens 
for the wholesaler’s salesman. 
With this approach every whole- 
saler’s should call anew 
on every industrial plant in town, to 
talk—not electrical equipment—but 
the present problem of industrial re- 
lations. The purpose of his visit will 
be to offer management ideas and 


salesman 


help where it 1s needed. 








The SAFE-T-FONE is now offered to 
the public because of the increasing 
need for PROTECTION AGAINST 
THE FRONT DOOR MENACE. 























It lets the housewife know whether the 
visitor is her best friend, an unwanted 
peddler or a thug—before it is too 
late. In addition it saves time and 
footsteps by eliminating unnecessary 
trips to the door. Sensational stories 
in the day's news will prove your 
greatest salesman! 





AN INSISTANT MARKET IS DEMANDING THIS SERVICE. IT'S 
A SENSATIONAL OPPORTUNITY TO MAKE MONEY BY 
SELLING HOME-OWNERS AND BUILDERS. ENHANCE YOUR 
REPUTATION BY SELLING THIS QUALITY EQUIPMENT. 















Architects and builders will realize that the 
modest cost of the SAFE-T-FONE is far less 
than its actual value as a symbol of careful 
planning and a selling feature that will attract 
and: delight all prospective purchasers. Elec- 
trical contractors will find it a profitable item 
to include in estimates on new and old work. 
Wholesalers who display and stock this new 
item will find it profitable and easy to sell. 
Get in the campaign TODAY. A little work 
means big profits. 

The SAFE-T-FONE kit, Catalog No. 678, 
comprises a door phone, a house phone and 
fifty feet 4-conductor braided cable. List 
price for the complete kit, $29.90 (Schedule D) 


Envelope stuffers and catalog sheets 


NOW AVAILABLE 
















































Quality THAT SPEAKS 
FOR’ ITSELF 
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We Specialists 


CONTINUED FROM PAGE |! 
practice it don’t think of it as such. 
But it is an art and it is most 
important. For in wholesaling, there 
is so little margin between the 
getting and the losing of orders. 
Often we do not realize just where 
that margin lies. Because every- 
thing a wholesaler’s salesman sells 
can be bought from someone else— 
at the same price—and on just as 
favorable terms. What then, gets 
him his orders? 

It is the technique, the art of the 
salesman that usually determines 
who gets the order. Successful sales- 
men develop personalized methods 
that work for them. And that’s what 
makes this selling game fun. It is, 
in a way, an expression of that 
man’s character and personality. It 
makes him what he is. 

The first step in specialization, of 
course, is to select the kind that suits 
you. Then fully prepare yourself. 
Know all about it. Get it pat. Learn 
to do it fast. Make it pay. 

One salesman has unusual ability 
to open up new territories. He loves 
new people, new places, new prob- 
lems. He gets around. And more 
often than not, when promotions 
are in order he’s the new sales 
manager. 

Another seasoned salesman _ be- 
comes a trouble shooter. He can go 
into a mishandled territory, heal 


the wounds inflicted by a careless, 
untrained, or incompetent prede- 
cessor. He can re-sell his company 
to its former customers. 


Another belongs in the small 


towns. He likes to sell to small con- 


tractors and dealers. He thrives on 
the long auto rides, the evening calls, 
the actual behind-the-counter selling 
that he does in pinches for his deal- 
ers. And by it all he cements the 
real friendships they have for him 
and for his company. 

But some salesmen are best in 
the “big-time”. They revel in high 
pressure and long odds. They like 
to be in at the kill when orders are 
passed out for a hundred cars of 
pipe, thousands of fixtures, or miles 
of strand. They have earned their 
right to be there through years of 
specialization. They have developed 
a technique for big business. 

Yes, the wholesaler’s salesman is 
a specialist. He is, whether he 
knows it or not. He just naturally 
likes certain kinds of products or 
people, and does better with them. 
Pretty soon he gets extra good at 
it. And the more he sticks to it, the 
more he specializes, the better he 
serves his company, his family, his 
industry and himself. 





You Can Sell 


Theatres 
CONTINUED FROM PAGE 25 
take small children and still see the 


shows; and fancy air conditioned 











RETA. ELECTRIC APPLIANCES we 





IL ELECTRIC COMPANY 


“That's where Jones has it over us—he can 
carry a sample with him.” 


comfort rooms with fancier names; 
all come under the heading of pa- 
tron comfort and all need electrical 
supplies. 
Maintenance—‘The show must go 
on.” That is the No. 1 command 
of the theatre. Every manager has 
nightmares that it may stop sud- 
denly. He will always listen to 
proposals that assure continuity of 
operation. Sell spares for every- 
thing. Sell stand-by equipment. 
More and more of it is being bought. 
General maintenance needs more 
checking instruments, and more 
protections of all kinds. There are 
many old theatres with obsolete 
wiring and conduits which were 
never designed for the moisture 
condensation comes with 
Miles of 
pulled and re- 
Theatres do not broadcast 


which 
modern air conditioning. 
wire are 
placed. 


being 


this fact—it would not be good pub- 
licity. But quietly watch for it. 
Not all of the replacement is for 
failures — heavier modern loads 
need more copper. 

To help management keep in 
closer touch with production, sell 
intercommunication 
the manager. 

For cleaning and maintenance, 
heavy duty vacuum cleaners are al- 
most universal. Shampooing ma- 
chines and floor surfacers can be 
sold or rented. And smaller vacuum 
cleaners are being used on uphol- 
stered chairs and on the heavy 
drapes hung for noise control. 


systems. See 


Who to See?—That’s your most 
important question. The answer is 
different for every outfit. About 
one theatre out of three is a member 
of a chain of some kind. It reports 
to a central purchasing headquar- 
ters. But many supplies are bought 
locally. Even in the chains, house 
managers have a lot of authority. 
In an independent house, the man- 
ager is often the owner. 

Stage electricians, house electri- 
projectionists and mainte- 
nance managers have independent 
authority and are independent in its 
use. Where there are extensive 
stage shows, even the wardrobe 
mistress may buy electrical items. 

All theatrical trades are clannish. 
If their members like you they will 
send you to one another from the- 
atre to theatre. Your first big job 
is to know them all. Then sell 
yourself. And give ’em service. 


clans, 
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Swing-Wa Panel- 
boards will be fur- 
ther described and 
illustrated in the 
October issue of 
Trumbull Cheer 
the interesting  in- 
formative monthly 
that now goes to 
ct elelemer ae tatare | 
men. Please notify 
us if your name is 
not on this list 


Illustration shows a recent installa- 
tion of Swing-Wa Panelboards for 
heavy duty power and light distribu- 
tion in the world’s largest press shop. 


Economy, safety, assurance against 
current failure and lowest possible 
maintenance costs result from the 
logical and efficient design of Swing- 


Wa Panelboards. 





Modern industry depends entirely upon the uninterrupted per- : 
formance of complex electrical systems. Investigate the wide open 
opportunities for simplification, centralization and increased operat- 
ing efficiency possible with the unique advantages of modern R ESU LT 
Trumbull Swing-Wa Panelboard design .. . for all heavy duty 
lighting and power distribution. Write at once for Swing-Wa Panel- 
board Circular No. 137 and Swing-Wa Switchboard Circular No. 171. 














NEWLY developed CAM-ACTION handle makes opening and 
closing smooth and easy. The “U" shaped contacts are double-break, 
self-aligning, full floating type, designed for low watt loss and equipped 
with thermostatic contact reinforcements which increase contact pressure 
as temperature rises. All contact surfaces are silvered. Carbonot bases 
are carbonization-proof under highest operating temperatures . . . elimi- 
nate danger of current leakage or flashover. Each unit is complete in its 
own steel box. 


When door is opened front becomes dea: 
with no live parts accessible . . . assurin 
utmost safety. Door may be closed with con 
tacts thrown to “off” position if desired. O 
units for 600 volt service, isolating phas 
barriers effectively prevent possibility of phas 
flashovers. Utmost flexibility. and interchange 
ability in arrangement of panelboard installa 
tions is possible with each unit circuit sectio 
complete in itself and readily convertible fo 
varying circuit requirements. 





INSTALL- 
ATION 

















CTRIC MFG. CO. 





PANTHER 


DRAGON 
TAPES 


HAZARD INSULATED WIRE WORKS 
1 
H 
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OQ MATTER what happens in 
- Europe, Christmas will still be 
Christmas in the U. S. A. People 
still have families and friends. 
They will go forth, as usual, in 
November and December and buy 
gifts. And we have what they 
want ! 

As the season rolls up, naturally 
shoppers will be eager for sugges- 
tions. Your dealers, therefore, 
must be ready not only with gift 
merchandise, but with good adver- 
tising and display material. They 
must use it intelligently to catch 
the eye of gift buyers, to interest 
them, to draw them to their stores. 

There is nothing new, of course, 
about these dealer helps. They are 
just counter cards, window displays, 
catalogs, direct mail pieces, small 
folders. There is nothing new 
about Christmas either. But the 
gift market is still good and so is 
this dealer help material. And it 
is up to every wholesaler’s salesman 
to see that his dealers use it—that 
they use it intelligently—that they 
do not waste it. 

Because this advertising matter 
is so familiar to them many dealers 
just think it is old stuff. You must 







































unsell them on this. For the im- 
portant thing is that the shoppers 
will be looking for ideas. And the 
only way the dealer can broadcast 
his suggestions is by advertising. 
The job of the folder, therefore, is 
to tell about the merchandise— 
whether it mentions Christmas or 
not. 

So it is worth your while to re- 
view these dealer helps afresh. 
Check on what is available. Then 
decide what each one of your deal- 
ers will need—can use—to help 
move the Christmas stock that you 
are selling him—no less—no more. 
Go at it systematically. Have a 
sheet made up for each dealer. List 
the appliances he has _ ordered. 
Enter the advertising material he 
will need on a simple form, such as 
shown here on page 43. Have it 
ordered from the manufacturer. 
See that it is received. 

Here’s the kind of material that 
is available. Here’s what it is 
good for— 


|. Envelope Stuffer Folders 


This is the simplest form of dealer 
help material and almost the best. Every 
dealer can use it. He can use it in many 
ways. He should have an adequate supply 


Your Build-Up for Christmas. . . 
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of his ste re, 


what | 


the st re, ha 
iggestions. 
and other ct 
| 


harge 


\ttractive 


sides are av 


ior any store 


Appropriat« 


42 


folders can usually | 


cost to the d 


trade 


to cover every appliance he 
the Christmas 
many. It depends, of course, on the size 


. You 


the size of tl 


his Christmas 

But he needs enough to keep a small 
pile on the counter beside every appli 
ance or open display. He 
assortment of them at one or 


ndy to 


istomer 


\ 


mailing 


os a4 
ailable 


ealer—well w: 


progran 


the clerks, 
an use them to answer inquiries, to mak¢ 
He should 


closed in November and 


mail. 
ye furni 


Envelope stuffers and direct mail pieces are available from every manufacturer. These effective tools should be dis- 
tributed widely, but wisely. And see that every one of your dealers has something describing every appliance he sells. 





will offer to 
know how 


1€ 


1 


town and 
is. 


wants a full 
two spots in 


have 


} 


folders 
from many manu 


them a 
" 


+ 
obt 


the use 


re 


ainabl 


) 
1 
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Ttn 


December bi 


These littl 


2. Mailing Pieces 


in 


so they 


them en- 


shed without 
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with a good mailing list 


pieces 


should 
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selected 
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Sais 1 


J | onaieed ” 






SPECIAL 
VALUES 


Tena setonem ea ( PERFECT 


* 
Sealy Starting Clocks 


i Pe | $ 
mL) Slaw 





and recommended to these dealers whose them up with too much advertising copy. 
programs call for a mail campaign. A This is a common fault 

variety of folders should be combined to 

feature the most appealing gift mer- . 

diniies. Tet tele & to eed: te 4. Christmas Catalogs 

sure that the aller’ ailing is S . 1 

our that the dealer’s —e list has A few wholesalers themselves get up 
I n recent r ise th- > jc ~ P : 2 

een recently revised and that he is ready special Christmas catalogs, in which they 


ve of wntl ond tcleshane -in- gg : 
0 ae core G ee d telephone in list the Christmas line with plenty of 
quiries effectively. There is time for holiday atmosphere. This mops up the 
gs before the shopping whole Christmas story in a few pages. 
season winds up. It 





four good mailir 
presents the full list of suggestions 


under one cover. 


3. Advertising Novelties If your house has one, see that your 


dealers have enough so that their clerks 


Check on what novelties are available can use them actively, and give a modest 

- +* - 7 Tri! } r ” <} Onme ‘Ss he “OO sc 7 

this year from your appliance manufac- number away to shoppers who come seek 

turers. Blotters, memo bool hopping ing ideas to consider at home. Some 
If ters, I OKS, 5 ! llikS . a . ° 

lists and similar eye catchers are always wholesalers just print a Christmas cover 

eful. Somehow thes have 2 univereal and bind in the bulletins of the manu- 


a 5 lanhiesore a a ae . nto « 
> ng appeal. Check up on nov- facturer his al gives the dealer a 
P - “ : m1 ; rt reference atalo = _ 
elties that the dealer can buy himself, convenient referenc catalog, valuable 
Pick out two or three good ideas and when discussing ideas with a customer. 
vet me samples. Send them to thes¢ 


elected dealers whom you think can af- 
1 to buy them and can be trusted to 
use them wisely—to a profit. Warn Attractive counter cards and cutouts 


st ruining the effect by cluttering are prepared by the appliance manufac 


5. Counter Displays 
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Make Yourself some Dealer Sheets like these to list 
the DEALER HELPS you want them to use 











DEALERS' ALLOTMENT OF SALES HELPS 


CHRISTMAS - 1938 





Dealer , 4 Letce PZ. street “A ad 5-4 city Gouee— stateoka. 
, 
Send Attention Of Y, oy} “Oe. Date To Wail Material ew 20 


“Loose Leef Christmes Catalogs JI? 
















































































APPLIANCES MATERIAL 
( Type the names ) 1 1 1 1 1 
(of the lines you) 1 FOLDERS 1 DIRECT MAIL ' COUNTER ! WINDOW ' 
( sell )1 1 PIECES ' DISPLAYS 1 DISPLAYS 
' ' ' ' ' 
1200 -Auahl ' Valleo/ z -! ' 
(Clocks) 1 ' ony Gos” ' ' 
VJae ag Fela” 090 aan oy ape RAO FW) 
(Coffee Makers) a cal a > th FY-RZ._ a a | la a a ea Ws 
’ 7 lpnatin Cand OC _ 
(Flashlights) | (00 “fia ill.’ — "Ltd ldox. y! — ; au 
(Grills) 1Z00- , 4 — ' — ' 
a |. oe oe 
(eaters Pore me 
TT ' 
(Heating Pads) 1308 x 1 /oeo #425: ' — ie ; 
ee fey Ih fn ! beni 
' ome Hy LAL to oh 
(Lamps) "joe Tajo Alas ' 7 ae tutte Pris To 
. pt "(800 "Fhe Plliakh * . be , Lente BZ ; 
——— Art ithe AR, ppt fn — > ae ; 
(Roasters) \/eo - cuthan Qe , es ; ae 
ZT ——- d 
(Shavers) 1380 fd y | [8007 Feta 36)! Prerrars “ .)! / apr 1 se 
| 
(Toasters) lan "iar . 7 —_ 1 naeenaes 1 — 1 
ZA oa ne eee ——ay 
(Trains) 1 — —. 1 —— ' — '2, the ch 
~ sem sae : Tr nes —_ 
(Waffle Irons) Ke — ' _— ! — ' 
fngee T T a 
(Xmas Tree outa 1 — ' — / Jate | 
' 


4 ; 











Newspaper Mats and Cuts SFI Male tue Maine Y Jourthee — Mal a Pe sag cs 
Speciel Promotion We Landaehadated lif Mad ice Peep ng “ay AF Thee 2, 
Lhe ~Aeaclen Zoe Y. Khe 7 ¥/? | PEA ta a ee 


Salcsma Lewes [Waitin 


Have this form typed,and fill it out aoe deeler 
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TOASTMASTER 
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turers. salesmen 
in any dealer’s store. So an assortment 
should be sent to your list. But sell 
each dealer on using them with some 
sort of 


They are good silent 


a plan. 

They should not be stuck on the counter 
and left there. Displays should be moved 
about to keep the store appeal changing 
—so should the counter displays. Judg- 
ment must be used, of course, in recom- 
mending this material, so the material 
fits the store. 


6. Window Displays 


This is serious business, because th« 
stuff costs money. It should be tied into 
the dealer’s window program—details of 
which you have already worked out with 
him. Whatever displays he buys, or are 
furnished with his order, should be defi- 
nitely scheduled and tied into his mail 
advertising, newspaper ads and window 
features 

In your August and September build-up 
this subject will have been well discussed. 
The main point now is to see that your 
dealers get what they will need and are 
ready to use it profitably. 


7. Newspaper Mats and Cuts 


For those dealers who plan a news- 
paper campaign during the shopping 
weeks, the manufacturers’ mats and cuts 
are vital. List them in the dealer sheets. 
See that all dealers receive the advance 
sheets of dealer-help copy and that they 
order the material at once. It is well also 
to urge the dealers to get their copy ready 
in advance so it will not be neglected 
when the rush comes. 


8. National Advertising Tie-In 


See that your dealers know what na- 
tional advertising will support the gift 
appliances they sell. The popular maga- 
zines are read in every town and it is 
smart for the dealer to tie in his local 
copy with it. Send your customers the 
dope so they can see the ads beforehand 
and know when they are coming out and 
where. It puts a lot of courage in a re- 
tailer to see this promotion working. Yet 
many dealers never realize that it is 
going on. 


9. Christmas Decorations 
The smart wholesaler’s salesman will 


get a set of folders showing the Christ- 
mas decoration material gotten out by 
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These silent salesmen—cut- 
outs and backgrounds—should 
be on the job day and night. 

































Special catalogs pa- 








rade the entire Christ- 
mas line. They make 
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Dennisons or similar manufacturers and 
send this to his dealers. Point out the 
value of this holiday atmosphere. Urge 
them to buy some good stuff and warm 
up the store. 


10. Holiday Illumination 


Spot lights, color units, colored lamps, 
Christmas tree sets and other festive 
lighting is the electrical appliance dealer’s 
best form of advertising. But a lot of 
them will never think of it unless you 
do some prodding. And some of them 
will soon forget it, unless you prod 
again. You know the stores. You sell 
lighting equipment. Here is business wait- 
ing for you right now, that will bring you 
other business up to Christmas. Get be- 
hind it and sell hard. 


Here then are ten major possi- 
bilities. Others will suggest them- 
selves. sut dealer-helps 
always work, if they are used with 
common sense. The important 
point, of course, is to fit the ma- 
terial to the store, to get it used 
and not to waste it. And this can- 
not be left to chance, because the 
money of your manufacturers, your 
money, has been invested in this 
promotional material and must not 
be thrown away. It is well, there- 
fore, to check your recommenda- 
tions for each dealer on the follow- 
ing points— 


these 


1. Be sure the supporting ma- 
terial you send out covers just the 
appliances the dealer will be selling. 





2. Be sure the dealer is ready and 
able to apply the material effec- 
tively. 

3. Send each man only the 
quantities of stuffers he can use, 
the number of mailing folders that 
will cover his list—no more. If it 
is thrown at him as of no value, he 
in turn will probably throw it away. 

4. Let him buy or receive only 
displays enough for the windows 
that he has, under the schedule of 
Christmas displays you have worked 
out with him. 

5. See that the dealer receives his 
dealer help materials not too far 
ahead of the time he will need 
them. Avoid the risk of packages 
being opened and the folders left 
kicking around until they get dirty 
and everybody is tired of seeing 
them. 

6. Let the dealer know when to 
expect the material you are secur- 
ing for him. Send him a copy of 
your Dealer Help Sheet, so that 
he will have a clear cut schedule 
of what he will receive. 

7. In discussing  dealer-helps 
with your customers—be serious 
about it. Do not refer to it as 
“give-away” material. Do not 
treat it lightly. Sell him repeatedly 
on the value of the supporting ad- 
vertising, the profits it will bring 
him if it is wisely used. 
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WITH THE APPLIANCE PEOPLE 


Williams New 
Westinghouse V.P. 


The election of Frank B. Wil- 
liams, Jr., as vice-president in charge 
of the merchandising division, was 
announced by the Westinghouse Elec. 
& Mig. Co. He will have charge of 
the company’s business in refrigeration, 
air conditioning, ranges, heating ap- 
pliances, fans and allied products. He 
will make his headquarters in Mans- 
field, Ohio, where he succeeds Arthur 
E. Allen, who has resigned. 

In joining Westinghouse, Mr. Wil- 
liams leaves the vice-presidency of 





Frank B. Williams, Jr. 


the Diehl Manufacturing Co. He 
entered that company on graduating 
from Drexel in 1912, and in 1915 be- 
came production manager. In 1918 
he left Diehl to join the sales depart- 
ment of Western Electric, and two 
vears later became manager of the 
power apparatus sales department of 
its New York district. He continued 
in this position when Graybar Elec- 
tric was formed, until 1927, when he 
returned to Diehl as sales manager, 
becoming vice-president in 1930. 


Admiral Names 
New Distributors 


The Continental Radio & Television 
Corp., makers of the Admiral radio 
line have added a number of distrib- 
utors recently. 

Among them are Tom Killian, Inc., 
Denver; Marshall Wells Co., Portland 
and Seattle; Birmingham (Ala.) Elec.; 
Gambill Dist. Co., Nashville; H. E. 
Sorenson Co, Des Moines; Electric Sup- 
ply Co., Oakland; Bauman Co., Minne- 


apolis; Reid Motor Supply Co., Quin- 
Stallman of Ithaca (N.Y.); 


cy, Ill; 
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Southern Bearings & Parts Co., Char- 
lotte; Harbison & Gathright, Louis- 
ville; Atlantic Elec. Supply, Richmond ; 
Englewood Elec. Supply, Chicago; Felt 
Radio Co., Salt Lake City; Hinsdill 
Electric Co., Troy; Philadelphia ( Pa.) 
Light Supply Co. and the Radio Tele- 
vision Co., Phoenix. 


Danley Heads 
Air Conditioning 


P. Y. Danley has been made head 
of Westinghouse’s newly formed air 
conditioning department. He is re- 
sponsible for all commercial and resi- 
dential air conditioning activities and 
headquarters at the East Springfield, 
Mass. plant. S. F. Myers has been ap- 
pointed assistant manager with offices 
at Chicago. Danley has made H. F. 
Hildreth responsible for the sale of 
home conditioning equipment. 


RCA Managers 
Discuss Plans 


RCA Victor district managers from 
all sections of the country gathered at 
Camden for a three-day meeting, re- 
cently, to discuss plans for the com- 
pany’s 40th Anniversary merchandis- 
ing campaign. 

Henry C. Bonfig, commercial vice 
president ; Paul C. Richardson, manager 
of the radio and Victrola division; 
Fred D. Wilson, district sales man- 
ager, and Vance C. Woodcox, vice 
president in charge of sales, all ad- 





dressed the meeting. Thomas F. Joyce 
advertising manager, and D. J. Finn, 
told the advertising and promotional 
stories. 

The district men at the meeting were: 
Joseph B. Elliott, Boston; M. F. 
Blakeslee, New York; William H. Kel- 
ley, Baltimore; James W. Cocke, Pitts- 
burgh; S. D. Camper, Atlanta John 
K. West, Cleveland; Richard A. Grav- 
er, Chicago, Dale Neiswander, Kansas 
City; George Ewald, Dallas, and E. J. 
Rising, San Francisco. 


RCA Holding 
Service Meetings 


To aid radio service men, dealers 
and their salesmen, RCA and their dis- 
tributors are staging a series of semi- 
technical lecture meetings. Wholesal- 
ers are arranging the gatherings in 
their respective territories. 

Among the topics taken up at each 
of the 100-odd meetings are antennas, 
instruments, fidelity control systems, 
high fidelity audio amplifiers, loud 
speakers, electric tuning and automatic 
record changers. 


Ringing Those 
Minneapolis Bells 


To the Minneapolis electrical boys 
the “Sales Mean Jobs” meant ringing 
every door bell in town. Some 200 
members of the Northwest Radio, Re- 
frigeration and Appliance Association 
left the big mass meeting at the Leam- 





TIME OUT between sessions of a meeting on the fall appliance campaign. The 
get-togetherers were at Graybar’s house in Peoria, Ill. Back row, from the lett, 
V. A. Elmblad, manager: Dan McGee, Manning Bowman; W. W. Smilde, salesman; 
M. Basine, warehouseman; and Harry Bryson, salesman. Front, J. A. Buckley, 
G. E. Lamps; O. Jochman, office; R. H. Bothwell, salesman and W. R. Harting, 
service supervisor. 






CONDITIONING distributors line up and 


all push Airtemp. In front, left to right, 


Olsen, Toledo; Ben Orr, Detroit and C. P. 

















most of them do an eyes front. They 
are Delmar Hughes, Dayton; Fred R. 
Meyer, Indianapolis. In the rear row, 


L. E. Stevens, Cincinnati; Guy Holsclaw, Charleston; William Wallace, Lexington 


and C. C. Wilcox, South Bend. 


ington Hotel and started the city-wide 
canvass. 

They averaged 10 calls a day and at 
each home got a detailed report on the 
appliances owned and the age of each. 
Besides making immediate sales, they 
have these records for later selling. 


G. E. Branch 
At Boston 


The General Electric Co. has set up 
a direct factory distributing branch at 
3oston for the wholesaling of its ma- 
jor appliance lines in the New Eng- 
land area. With headquarters at 700 
Commonwealth Ave., the branch is 
managed by C. M. Wilson. V. W. 
3rown is operating manager. 

Refrigerators, water heat- 
ers, dishwashers, disposals, unit kit- 
chens and home laundry equipment 
will be handled by the house. 

The Buffalo and Boston appliance 
sales districts have been consolidated 
under J. A. Ramsey who has headquar 
ters at Boston. He was formerly lo- 
cated at Buffalo. 


ranges, 


Chicago Flexible 
Appoints Apollo 


The Apollo Distributing Co., New 


ark, N. J., heretofore distributors only 
of major appliances, has taken on the 
small appliance lines of the Chicago 
Flexible Shaft Co. 

Washington 


Selling Roasters 


Tieing-in with the Electric Institute 

Washington (D.C.), wholesalers, 
manufacturers and the utility, 
have stepped out and done a 


of 
dealers, 


big roaster 


46 


selling job. Here are the figures for 
the first eight months of each year: 
1938—1106 ; 1937—543; 1936—469. 
Contributing to the success of the 
drive was a thoroughly done promo- 
tion job. The Institute sent out two 
mailings to some 50,000 prospects. And 
passed out “The Buyer’s Guide” to all 
visiting the offices. The utility distri- 
buted 8,000 booklets and reprints of an 
article on Mary Turner 


roasters by 


which appeared in McCall’s. 
Clark Upped 
By Westinghouse 
I. W. Clark, who has headed the 


kitchen planning section for Westing- 
house, has been made manager of the 
newly formed home planning depart 
ment. In his new job, Clark will 
continue direct kitchen and laun- 
dry planning activities and will also 
consult with architects and construc- 
tion organizations. 


to 


Hunt-Marquardt 
Takes Crosley 


Hunt-Marquardt, Inc., Boston, has 
taken on the distribution of all Crosley 
appliances in eastern Massachusetts. 
Robert Davis will head up the 
of the lines. 


sale 


Passman Adds 
Another Branch 


The Passman 
headquarters in 
new 


Equipment Co., with 
New Orleans, has 


opened a branch in Vicksburg, 


Miss. Rupert Cook, a longtimer with 
the firm, manages the branch which 
is on Washington St. Other houses 
ire at Shreveport and Monroe, La. 





Westinghouse Names 
Radio Distributors 


Three distributors have recently tak- 
en on the Westinghouse radio line in 
their respective territories. Tafel Elec- 
tric, Louisville, is covering Kentucky. 
Salesmen of the Monroe Hardware Co., 
New Orleans, are selling the line in 


Louisiana and Fones Brothers, Little 
Rock, are covering Arkansas. 

Range Drive 

In Full Swing 

The Modern Kitchen Bureau is in 

the midst of its October “Discovery 


Month” campaign. This month the in- 
dustry expects to sell 30,000 ranges. 
\nd they believe they can do it by 
showing prospects that electric cookery 


costs about half as much as most of 
them think. 
Four promotional tools—newspaper 


mats, window banners, “How to Sell” 
booklets and the booklet, ““Meals Go 
Modern Electrically’—are being used 
to aid in putting over the campaign. 


Jones Philco 
Takes Apex 


The salesmen of the Jones Philco Co., 
Saginaw, Mich., are now out pushing 
Apex washers, ironers, cleaners and re- 
frigerators. J. E. Jones is president 
and general manager of the wholesal- 
ing firm. 


Keen Shaver 
Makes Bow 


Keen Dry Shaver, Inc. has entered 
the electric shaver field with a product 
designed by the president of the firm, 


Norman F. Wiss. He is also vice- 





GONE ELECTRIC—This is the famous 


Hindu poet, Rabindranath Tagore. He 
has just bought an electric refrigera- 
tor and Crosley publicity is telling the 
world. Well, it's all right, but we 


would like it better if it had been an 
electric shaver. 
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VERSATILE GUY is Bert Bourchier who 
makes his money heading up cooker 
sales for the Canadian Electric Co. at 
Toronto. He spends part of it flying 
air planes and some time ago copped 
the Webster Trophy. And that means 
he is tops among Canada’s amateur 
pilots. 


president and treasurer of J. Wiss & 
Sons, manufacturers of shears and cut- 
ting instruments. Bertram M. Ains- 
worth who has charge of sales and ad- 
vertising for the line, says that detailed 
merchandising plans will soon be an- 
nounced. 


G. E. Supply, Butte, 
Breaks Radio Quota 


L. M. Burdick, manager of G. E. 
Supply, Butte, says that his salesmen 
are plenty radio-conscious. 
er franchising campaign on radios they 
sold 406 per cent of their dollar quota 
and 95 per cent of their dealer quota. 
They did it in Montana, northern Wyo- 


ming, parts of Idaho and South Da- 
kota. 
Elliott-Lewis 

Takes Packard Shavers 
Elliott-Lewis Elec. Co., Inc., 1017 


Race St., Philadelphia, has just been 

appointed exclusive distributor for the 

new Packard “Roto” Shaver in their 
territory. 

Hamburg 

Talks Records 

Hamburg Brothers, Pittsburgh dis- 

tributors, held two-day meetings for 


55 dealers and salesmen, giving instruc- 





In a deal- | 










tion on RCA phonograph records. Both | 


of the RCA 
and Hamburg executives gave lectures 


representatives 


factory | 


and demonstrations on recording, rec- 
ord manufacturing, merchandising, ad- 


vertising and sales promotion. 
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A “NATURAL” FOR 
CHRISTMAS VOLUME 
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Quality Product 


— 
* * National Complete Line 
12 Models Listing from Advertising * Popular Pric 
$1.00 to $50.00 D *M ‘i 
ealer Help oney Back 


Salesmen prefer to sell a line 


, : Uara 
that has something outstanding * So ntee 
to offer—something they can en- und Merchandising —_— 
thuse about to the dealer. In the Protects Wh clicy 
electric door chime field Ritten- olesaler 


house is the big name and leader. 
Aggressive merchandising meth- 
ods and a complete line of su- 
perbly styled chimes have won this leadership. They are constructed of the finest 
materials and priced to give unusual value. Consistent national advertising in the 
Saturday Evening Post, Good Housekeeping, American Home, Better Homes & Gardens, 
House & Garden, House Beautiful and other powerful magazines bring the customers 
into the dealers’ stores. Also, the sound Rittenhouse merchandising policy backs up 
the wholesaler, winning good-will everywhere. 


With the Rittenhouse line you can offer your dealers a variety of models listing from $1.00 
to $50.00 that fill any chime requirement—and they’re all guaranteed. The chime 
demonstrators shown below are creating sales in thousands of stores from coast to coast. 
Point by point comparison of styling, construction, advertising, dealer helps, shows the 
Rittenhouse line out in front. 


Rittenhouse Electric Door Chimes were a “‘sellout’’ last Christmas. This year will be even 
bigger. Line up your dealers now for the holiday season. % If you haven't a copy of our 
folder showing our complete story, write today. 


THE A. E. RITTENHOUSE CO., Inc., Dept. 311, Honeoye Falls, N. Y., Est. 1903 
Demonstrators That Sell By “Sight” and “Sound” 








Counter Demonstrator 


For New Sentinel 
Model 

















Ambassador Display 


4 BITTENHOUSE 
ELECTRIC DOOR-CHIMESZ= 


—— a 





Come in with a selling idea. Dealers will always listen Show dealers’ salesmen the “How” and the “Why”. The 
to new ways to sell your products. time it takes is the best sales investment you ever made. 


Av Appliance Salesman 








“Come In With An Idea’, 
says Marshall Ross, 
"and Leave With An Order—Or Else!" 


Good merchandise, well displayed, is 
half sold—an old adage, but more 
true today than ever before. 


Mass displays are effective. They aid selection, and en- 
courage the dealer to sell the better item. 


HIXN Marshall Ross, crack 2. Don’t leave without an order. 
small appliance salesman for But if you can’t wangle an or- 
General Electric, started calling on der this time, leave behind you 
dealers awhile back, he had a sys- some selling ideas that will be 
tem. And he has kept on working working for you till you come 
it. In a word, he has two rules back. 
that he applies to every call. They “Dealers, as a rule.” he says. 
are “stick close to their jobs. They don’t 
1. Keep constantly on the alert get around much. \ salesman 
for new selling and merchan does. If he is alert he picks up a 
dising ideas, and pass them on lot of good selling stunts from other 
to dealers. dealers or from the trade press, 
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Demonstrate! ! ! A little water, fruit coloring and soap chips 
have sold thousands of mixers. Always show action! 


A SYSTEM 


Make the windows earn their keep. 
clean window works wonders. 


ideas that have clicked. It pays to 
I find that any deal- 
er will welcome you, if you build a 
reputation for bringing something 
to help move merchandise, and help 
him make more money.” 

Marshall Ross knows appliances, 
because he uses all of them in his 
own home. ‘Too many salesmen”, 
he says, “don’t really understand 
what makes the wheels go ‘round! 
But when I practice what I preach, 


pass them on. 


A simple display in a 


A $25.00 appliance needs good selling. 
dealer’s salesman how to do it. 


And don’t leave without an order. 


me - , a at 
tn 
ap-—— 


Show your 
Don’t just tell him. 


Expect it. Get it 


—by making them sure the merchandise will sell. 


I find it makes the preaching a lot 
easier, and much more convincing.” 

And then another point. “I fig- 
ure, too”, he says, “that if I can 
get dealers and salesmen working 
tor me—selling my line—I multiply 
my one effort many times. That’s 
why I always spend spare time train- 
ing retail sales people on how to 
demonstrate my merchandise. You 
see they feel much more inclined 
to sell something they know about. 
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I see to it that they know all the 
answers on my products. 

“And finally, I never leave with- 
out making a determined effort to 
get an order. Dealers respect you 
a lot more if you create the impres- 
sion that your time is worth some- 
thing: that you can’t afford to call 
unless you get some business. But 
when I ask for the order [ try 
always to tie it to a practical plan 
to help move the goods. 














ks 

FEATURES ... Portable, plug-in, roaster- 
range for small apartments or cottages. 
DETAILS . . . Consists of 10-qt. au- 
tomatically controlled roaster and two 
surface units. Roaster units rated at 
1000 watts, surface units at 1000 and 
550 watts. Cooking top, 20” x 23”. 
Porcelain finish with chrome trim, Avail- 
able with or without tubular chrome 
legs. Lists at $54.50 with legs. With- 
out legs lists at $49.50. MADE BY... 
Malleable Iron Range Co., Beaver Dam, 
Wis. 





IRONER 


FEATURES ... Three speeds matched by 
three operating temperatures for various 
types of ironing. DETAILS . . . Hand or 


50 


NEW 


PRODUCTS 
TO SELL. 


“Just to remin 
is a demonstr 


adjustable knee controls. Roll-stop con- 
trol enables roll to be used as flat plate 
presser. Rack for finished pieces folds 
under cover when not in use. Shoe 
finished in double plated chromium, 
scratch and rust proof. Left end of 
roll is open. MADE BY ... Easy Wash- 
ing Machine Corp., Syracuse, N. Y. 


MASSAGER 





ay 





FEATURES ... Combines the two essen- 
tials for effective mechanical massage— 
kneading action and vibration. DETAILS 
. . « Operates on 110-120 volts, d.c. or 
a.c. up to 75 cycles. Black, baked 
enamel finsh. Handy switch. Toggle 
type vibrating movement adjustable for 
wear. Packed in fitted carrying case. 
Lists at $9.85. MADE BY ... Hamilton 
Beach Co., Racine, Wis. 





ELECTRIC ROASTER 


FEATURES ... Complete automatic meal 













ntlemen, this 


i e 
d you again. g quipment. 


ation of kitchen © 


cooker. Roasts, grills, fries, bakes or 
toasts. DETAILS . . . Consists of broiler 
grid and five-piece Glasbake dish set 
or seven-piece aluminum set, besides 
roaster. Steel stand optional. Capacity, 
17.9 liquid quarts. Thermostat has "off" 
position on signal dial to eliminate plug- 
ging and unplugging cord. Element of 
nickel chromium resistance wire. Glass 
wool insulation. Called ‘"Automeal”. 
MADE BY .. . Westinghouse Elec. & 
Mfg. Co., East Pittsburgh. 





CONSOLE RECEIVER 





FEATURES .. . Eight electric tuning push 
buttons and illuminated station call let- 
ters aligned beneath wide-vision dial. 
DETAILS . . . Balanced field cathedral 
speaker, 12” in diameter. Inclined 
sounding board and inclined control 
panel are two salient features in the 
cabinet design. Four-band broadcast re- 
ception is provided. Catalogued as 
number 35XX. MADE BY .. . Philco 
Radio & Television Corporation, Phila- 
delphia, Pennsylvania. 
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FEATURES .. . Base equipped with re- 
cessed Mahoganized bakelite feet. DE- 
TAILS . . . Called the Adam Pattern. WHILE SHE SLEEPS 
Handles mahoganized. Opening rack Meso & is... fee millens of 
turns toast. Rated at 525-watts. Luster inveterate readers-in-bed, the 


3 new SPOTRAY lamp that lets 
chrome finish. MADE BY .. . Landers, you read in bed to your heart's 


Frary & Clark, New Britain, Conn. content... but doesn’t keep 
anyone else awake. SPOTRAY 






Now He May Read... 


focuses the light directly on 
the page giving a splendid 
VACUUM CLEANERS light for reading. 
SPOTRAY lamps are selling by 
thousands because one happy 
user tells another. Excellent 
Christmas, birthday or wedding gift. A “natural” for 
quick sale to department stores and electrical dealers. 
Write Today for Catalog Sheets and 
Promotion Plans on This “Hot' Item 


MANUFACTURING COMPANY MODEL #1400 
MITCHELL 1550 Dayton St., Chicago, Ill. Also available in table model 


=FLASH= 


wew.roweeees!<s 1939 EDITION ELECTRICAL BUYERS 
patented hinge opening on bag and | 

floor light. Deluxe type hand model 

equipped with motor-driven brush. DE- 

TAILS... Floor type hes double wheels REFERENCE GOES TO PRESS OCT 95 
in rear to prevent tipping. Trigger switch * 


adjoining pistol grip handle. Microme- 
ter adjustment for cleaning various sur- 


faces. 21!/2 ft. rubber covered cord with 
floor type (Model 393) and 15 ft. cord 


with hand type (Model 161). MADE 
C | * 1 5 





















































BY ... Blackstone Mfg. Co., Jamestown, 
N. Y. 














APPLIANCE CONTROL 
























































ELECTRICAL 
CONTRACTING 20,000 
EDITION DISTRIBUTION 
FEATURES . . . Automatically turns ap- 
pliances on and off. For use with all 
appliances. Also suggested for com- | 330 WEST 42nd ST. NEW YORK. NY. 








mercial applications such as controlling 
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DETANS ... 


signs and window lights. 
Operated by self-starting, self-lubricat- 
ing synchronous motor. 
Operates on 
Capacity 15 amperes. 
lite case in white, ivory, black or walnut. 


Silver contacts. 
115 volt, a.c., 60 cycle. 
Moulded bake- 


Lists at $9.95. MADE BY ... American 
Timer Corp., Geneva, Ill. 


PORTABLE CONDITIONER 


FEATURES ... All-year air conditioning 


with simple portable unit. For Summer— 


cools, dehumidifies, circulates, filters, 
ventilates. For winter—heats, humidifies, 
circulates, filters, ventilates. DETAILS 


. « « Electric strip heaters, automatically 
controlled, provide conditioned warm air. 
Each heating element of 750 watts. 
MADE BY .. . Carrier Corp., Syracuse, 
N. Y. 








ELECTRIC RANGE 


FEATURES . . . One-piece platform and 
backsplasher construction, completely en- 
closed Corox surface units and well-type 
economy cooker. Finished in white 
porcelain enamel. DETAILS .. . Oven 
has lock-stop racks, two oven un'ts and 
enameled broiler pan. Units control ed 
by three-heat switches. Storage drawer 
Available 
with conventional legs or two-door base 
cabinet placed under range. Cata- 
logued as Princess PK-64. MADE BY 
. . « Westinghouse Elec. & Mfg. Co., 
East Pittsburgh. 


located under surface units. 





GLASS COFFEE MAKER 









































FEATURES . . . Furnished with "Wall- 
Safe’ which holds coffee maker secure 
when not in use. Handle on upper sec- 
tion simplifies cleaning. DETAILS... 
Two speed heating element. Rim 
guard protects against chipping. _ Illus- 
treated is eight-cup Coronet model 
which lists at $6.95. MADE BY... 
Hill-Shaw Co., 311 N. Desplaines St., 
Chicago, Ill. 





FLATPLATE IRONER 









































FEATURES .. . Equipped with console 
cabinet, flat on top, which is convert- 
ible into storage space when ironer is 
ready for use. Also equipped with 
swivel table top. DETAILS ... Shoe of 
automatic flatplate is polished alumi- 
num, having 300 sq.in. of ironing sur- 
face. Two thermostats provide tem- 
perature control for each end of shoe. 
Calrod heating elements. Finished com- 
pletely in white. MADE BY ... Gen- 
eral Electric Co., Bridgeport, Conn. 


SANDWICH TOASTER 




















FEATURES .. . Nickel plated finish with 
black enameled base 7” by 12”. DE- 











TAILS . . . Grids with Nichrome heating 
element in each. Grid expansion hinges, 
opens flat for frying. Nickel plated 
grease cup. 500 watts. Packed 12 in 
carton. Catalogued as No. 400. MADE 
BY .. . Capitol Products Co., Winsted, 
Conn. 


SHAVER 

















FEATURES . . . Combs, incorporated in 
head, guide long hairs into small per- 
forations where clipped off giving close 
shave. DETAILS .. . Operates on 110- 
120 volt, 60 cycle, a.c. Complete with 


traveling case, all-rubber cord. Clean- 
ing brush. Lists at $9.50. Catalogued 
as No. 40. MADE BY . General 


Shaver Corp., Bridgeport, Conn. 





AIR PURIFIER 








FEATURES ... For purifying foul air and, 
according to maker, relieves respiratory 
ailments. DETAILS . . . No tubes or 
All-metal cabinet finished 
in white enamel. For use in kitchens, 
bathrooms, sleeping rooms, etc. Dimen- 
sions—6 x 6!/2 x II inches. Portable 
and may be mounted on wall. Operates 
on 115 volt, 50-60 cycle a.c. Model A 
lists at $21.50. MADE BY ... Automatic 
Electrical Devices Co., 324 E. Third St., 


Cincinnati. 


moving parts. 
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.. Announcing 


A New LINE OF 









* designed to cut 
installation costs 





* providing extra space 
for branch circuits 


* two cabinet sizes . 
for flush or surface 
mounting 





‘ 
‘ 
to" | 
1. Maximum of six branch circuits. 
2. Permitted by National Electrical Code and 
Fuseless Main Switches with up to six branch circuits are now listed by Underwriters’ Laboratories. 
permitted by the National Electrical Code . . . and here is a 3. Front operated Rotor Disc switch. 
brand new Colt-Noark line of Fuseless Main Switches that come 4. With or without provision for both trans- 


within these specifications. 30 Ampere, 125-250 Volts, with 
Solid Neutral. They 4re- typical Colt-Noark units . . . compact, 5. ¢ ' , / : } 
rugged, easily installed, designed to provide maximum safety ; pre and interior units easily removed 
and long life. Note the features at the right . . . then order rom cabinets to facilitate wiring. 
your stock and get your share of this new business. 6. Flush and Surface type cabinets. 

7. Plaster adjustments for flush type cabinets. 


former and Despard Type switches. 






Detailed information is yours for the asking. 
Also send for a copy of our latest catalog 60-S. 


_COLT-NOARK 





EQUIPMENT FUSES 
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FUSE PANEL 

















FEATURES .. . Three plug fuse panel to 
serve three lighting or appliance circuits. 
Primarily for low cost home market. DE- 
TAILS .. Hinged door in flush plate 
gives access to fuse sockets. Dead-front 
Bakelite plate protects live parts. Wire 
terminals placed well to front for easy 
wiring. Mounting bracket on case ad- 
justable for plaster thicknesses. Holes in 
rear wall of case for surface mounting 
or for use as screw or bolt holes with bar 
hanger for mounting between studding. 
MADE BY .. . Cutler-Hammer, Inc., 476 
N. 12th St., Milwaukee. 





FLOODLIGHT 





FEATURES . . . Especially suitable for 
outdoor locations such as service sta- 
tions, sport fields, yards, etc. Weather- 
proof. DETAILS . . . Made of Alzak 
aluminum. For use with 750, 1000 or 
1500-watt lamps. Has symmetrical beam 
with spread of approximately 65 degrees. 
Various mounting brackets available—for 
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NEW 


PRODUCTS 
TO SELL. 


SUPPLIES AND EQUIPMENT 


“t gave him the 


and—pitit—he 


mounting on cross arm; clamping to 
pipe, or with slip-fitter to fit on I'/2” to 
2” iron pipe mast. Heat resisting glass 
covers available. MADE BY .. . Benja- 
min Elec. Mfg. Co., Des Plaines, Ill. 


STERILIZER LAMP 























FEATURES ... For killing bacteria and 
preventing mold. Sterilizes through use 
of selected ultra-violet radiations. DE- 
TAILS . . . Sterilamps are slender rod- 
shaped glass tubes with effective lengths 
of 10”, 20” or 30”. Two types avail- 
able. SB-30 for ceiling or wall mount- 
ing, such as in walk-in refrigerators. 
SC-30 is open type for refrigerated dis- 
play cases and shelves. Sterilamp op- 
erates on gaseous discharge principle in 
an atmosphere of inert gases and mer- 
cury vapor. Power unit consists of trans- 
former, relay, starting button and safety 
door switch—all enclosed in metal hous- 
ing. MADE BY ... Westinghouse Elec. 
& Mfg. Co., East Pittsburgh, Pa. 





FLASHLIGHT 





FEATURES ... Constructed of plastic 
material. Not affected by corrosion from 
battery electrolyte or oil, water, etc. 
Switch and contact strip removable for 














, contract 
World's Fair — light.” 
goes out like 
cleaning or repair. DETAILS .. . Oc- 
tagonal head prevents rolling. Unbreak- 
able lens. Red translucent lens ring 


shows when light is left burning. Spare 
bulb holder in end cap. Lists at $1.85 
less batteries. Catalogued as Industrial 
No. 1616. MADE BY ... Bright Star 
Battery Co., Clifton, N. J. 


LUG 








FEATURES ... Varilug for connecting a 
wide range of cable sizes. DETAILS... 
U-bolt design prevents damage to extra 
flexible cables. Type VA, _ illustrated. 
Other types available are angle-lugs, 
T-connectors, end-on-end joints, elbows, 
stud clamps, reducers, etc. All employ 
flattened U-bolt principle. MADE BY 
. . . Burndy Engineering Co., Inc., 459 
E. 133rd St., New York. 


OSCILLOGRAPH 





’ © 
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FEATURES 
quency modulator delivers only wanted 
signal due to exclusive circuit arrange- 
ment in which unwanted harmonics are 


. « Oscillograph and fre- 
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VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE e RADIO 





Lincoln 


Said:— 











“A man’s legs should be just 
long enough to reach the 
ground” 


In Over 50 Years 
CRESCENT 


has grown in size 














and scope— 


without becoming unwieldy 


Crescent's large, modern, efficient, plant is its only plant—producing 
nothing but wire and cable for all electrical needs. With sales repre- 
sentatives and adequate warehouse stocks blanketing the country in 
strategic locations. Crescent works closely through recognized elec- 
trical wholesalers to assure unexcelled service in supplying customers’ 
requirements in electrical wire and cable. 


® SIIAVS ALVMNUVd GNV GASVYONA-GVaT © SGUOD AIGIXAIA © AIGVS TYNSIS © SAUIM 


NEW JERSEY 


SALES REPRESENTATIVES AND WAREHOUSE STOCKS 


ATLANTA, GA., Edgar E. Dawes, A-4 Rhodes Building Annex DI ARArSte IND., ot Lee Clifford, 330 W. New York Street 
. D., Electrical Sales Co., 111 Cheapside moO., . F. Howe & Co., 526 Law Building 
c. C. Pierce Co., 241 Purchase Street ’ CALIF. Henger-Seltzer Co., 130 S. Hewitt Street 
+ Crescent Sales Co., 294 Elm Street MINN., R. H. Cupples Co., "324 First Street, North 
., Crescent Electric Sales Co., 624 W. Adams Street ba , LA., "Paul Hogan, Jr., 305 Levert Building 
0, The Henger-Fairfield Co., 717 Sycamore Street » Te Kearton & Nagle, 555 W. 25th Street 
10, The Henger-Fairfield Co., 1808 Columbus Road PA., E. R. Blyler, The Bourse Building 
Royal Smith, 912 Commerce Street a 3 A., Crescent Sales Co., Bg Duquesne Way 
-+- Hemphill & Co., 517 E. Woodbridge Street . LO a +» Lei r, 2 DoxSee" Co. S. llth Street 
-» Crescent Sales Co., 307 Kline Building . © ,» Hodges & ‘glob: 1264 Folsom Street 
*Do not carry stock 


Jobber Co-Operation—A Permanent Policy 
CRESCENT ENDURITE SUPER-AGING INSULATION oe WEATHER- PROOF WIRE 
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suppressed. DETAILS . . . Sweep width 
of zero to 50 kilocycles. Input to verti- 
cal plates is 0.26 rms volts per inch with 
amplifier, and 25 without. To horizontal 
plates, input is 6.8 with amplifier and 
20 without. Cathode ray tube shielded 
with easily removable external hood. 
All-steel chassis is cadmium plated. 
MADE BY .. . General Electric Co., 
Radio Tube Sales Section, Bridgeport. 


LUMINAIRE 





FEATURES . . . Designed especially for 
office lighting. Available in two designs 
and a range of sizes. DETAILS .. . 
Patented glass-lens prevents accumula- 
tion of dust. Alzak aluminum reflector. 
MADE BY ... Edwin F. Guth Co., 2615 
Washington Blvd., St. Louis, Mo. 


TWO-LAMP TRANSFORMER 


FEATURES ... Designed to operate two 
400-watt Type H mercury lamps at peak 
efficiency. DETAILS . . . Unit is 1'/2” 
wider and somewhat heavier than maker's 
single-lamp transformer, but similar in 
general design. In use, one lamp starts 
and reaches full efficiency -+efose the 
other lamp. If one lamp byras oyt,ether 
lamp will operate normally without injury 
to transformer. MADE BY .. . General 
Electric Vapor Lamp €o., Hoboken, N. J. 
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FLAT DRILL 

















FEATURES .. . Tungsten Carbide tipped 
flat drill for drilling brick, tile, marble, 
concrete and other non-metallic mate- 
rials. For use by electrical and other 
contractors, as well as maintenance men. 
MADE BY .. . Super Tool Co., 356 E. 
Congress St., Detroit. 


—SEMI-INDIRECT BOWL 





FEATURES . . . Conical bowl of dense 
white glass, providing uniform light, free 
from glare. DETAILS . . . Stem fixtures 
in chrome or satin aluminum. Three bowls 
available. 16” for 200-watt lamps; 18” 
for 300-500-watt lamps and 22” for 750 
to 1000-watt lamps. Manufacturer makes 
bowl only, not entire fixture. Cata- 
logued as No. 6653. MADE BY .. 

The Phoenix Glass Co., Monaca, Pa. 





FLASH BULB 


FEATURES . .. According to maker, 
smallest flash bulb made. DETAILS... 
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Patented hydronalium wire element. 
Produces 23,000 Lumen Seconds of light. 
Flash lasts one-thirtieth of a second. 
Catalogued as No. 0. Lists at 16 cents. 
MADE BY ... Wabash Photolamp Corp., 
335 Carroll St., Brooklyn, N. Y. 





ANTENNA OUTLET 


FEATURES ... Fills need for compact 
radio outlet for use with combination 
short wave and standard wave sets with 
two antenna connections. DETAILS... 
May be combined with standard duplex 
power outlet under two-gang plate. Con- 
nections for power, antenna and ground 
plainly marked at binding screws and on 
bosses. No. 3811. Radio cap No. 3812 
for use with outlet. MADE BY ... The 
Bryant Electric Co., Bridgeport, Conn. 


HEAVY DUTY CONTROLLER 


FEATURES .. . D.C. for machine tool 
applications, heavy duty 10 horsepower 
and under and general purpose above 10 
horsepower. Timing device operates 
magnetically on principle of condenser 
discharge. Provides definite time ac- 
celeration. DETAILS ... Snap-on cover 
is completely removable. Tilting panel 
frame allows access to rear of panel. 
Reversing and non-reversing types, with 
and without dynamic braking, for con- 





Beer. E- 


Here’s the new G-E “Sphinx” Mercury Flush 
Switch that your customers are talking about. Si- 
lent, durable—it is just the device for places where 
quiet operation and outstanding service are im- 
portant. 

The G-E “Sphinx” Flush Switch is built with a 
tiny mercury button which replaces the usual 
spring and noisy blades. Lights can be turned “on” 
or “off” without a sound. 

Moreover, the G-E “Sphinx” Switch is durable— 
lasts longer. There is no spring to break—no blades 
to hammer away-literally nothing to wear out. 
The quiet little mercury button stays on the job— 
assures year-after-year service. 

G-E “Sphinx” Switches are available in single- 
pole, double-pole, three-way and four-way types. 


THE NEW G-E “SPHINX”’ FLUSH SWITCH 


. .~ © 





Ratings: 5 amp., 250 volts; 5 amp., 125 volts, T (T 
rating on 125 volts only) A-C. or D-C. 

Write for further information on this new General 
Electric Wiring Device. Address Section D-86410, 
Appliance and Merchandise Department, General 
Electric Company, Bridgeport, Connecticut. 





SELL WITH A SAMPLE 


Next time a customer calls. 
show him a G-E “‘Sphinx’’ 
Switch. Contrast its quiet opera- 
tion with the disturbing ‘‘click’’ 
of an ordinary flush switch. Ex- 
plain the durability of G-E 
““Sphinx’’ Switches due to fewer 
moving parts—cushioned action. 
Show how ivory or brown Texto- 
lite handles and matching flush 
plates harmonize with modern 
decorating schemes. 

Mention those facts—emphasize 
those features—and you'll find 
that G-E “Sphinx’’ Switches are 
interesting to your customers— 
EASY TO SELL. 














GENERAL @ ELECTRIC 
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stant and adjustable speed motors. For 
use with push button or drum type mas- 


P | ter switch. Ratings up to 75 H.P., 115 
| volts; and 150 H.P., 230 and 550 volts. 
MADE BY . . . Cutler-Hammer, Inc., 476 


N. 12th St., Milwaukee. 


THE HAPPY adie 


FEATURES .. . Plug fuse, incorporating 
a thermal overload cut-out which holds 
on starting and momentary overloads, yet 
protects against prolonged overloads. 
Can be used on circuits serving motor 


driven machinery or appliances. On 
short circuit, element operates like or- 
dinary fuse. DETAILS .. . Fits standard 


Edison base. Color indicator; all-porce- 


lain shock and vent-proof top. Ampere 

| (} s [| I 1 rating on window. MADE BY .. . Trico 
Fuse Mfg. Co., 5th St. at Chambers, 
Milwaukee. 


Writ |) —_—— 
UNIT SALES 


* 
* 











FEATURES .. . For maintaining uniform 
temperature of electric soldering iron 
when lying idle between soldering op- 
erations. Thermostatic control stand cuts 
iron in and out of circuit at any selected 
temperature. DETAILS .. . Usable with 
any iron with tips up to 156”. Prolongs 
life of element and tip. No. 5 for di- 
ameters up to |”. No. 6 up to 1%”. 
Both list at $5.00. MADE BY .. . Elec- 
tric Soldering Iron Co., Deep, River, 
Conn. 













IS YOUR ANSWER 


This complete line of Reflec- CONNECTOR 


tors and Floodlights afford 
AL 





you full opportunity to meet 
all requests from Contractors 
for new and replacement 
lighting needs—indoor and 
outdoor — industrial and 
commercial. Stock up with 





£ 

~~ 

» 

A & 
=. 
-- 





; QUAD now and be pre- FEATURES . . . Self-adjustable floating 
Long Beam pared. Write today for Duplex Dome Reflector grip, assuring full gripping surface at 
Floodlight details. any angle. Pressure is spread over wide 
area of the grip, giving a tight hold. 
DETAILS . . . Self-adjusting grip does 


UADRANGLE MF not mar or cut insulation. Takes a wide 
= NY range of cable sizes with maximum hold. 

Comes in one unit. MADE BY ... 

32 $0. PEORIA ST. CHICAGO, ILL. Heron Electric Sales Corp., RCA Bldg., 


New York. 
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RIVATE INTERIOR 
TELEPHONE SYSTEMS 


...are Causing alot of 


While Private Interior Telephone Systems are not 








new, people are demanding them more than ever. 
They have become communication conscious—aware 
that interior telephone facilities can be used—are 
being used—to advantage in all kinds of offices, shops, 
factories, clubs, hotels and homes. 

Automatic Electric will help you cash in on this busi- 
ness. This equipment is definitely within your 
province, the market is broad and still practically 
untouched, and the profits are attractive. 

Below are four of the many varieties of private 


interior systems available. Our field representative 








will gladly supply you with literature, prices and 





discounts, as well as work with you on specific jobs. 


Call on him. 


INTERCOMS ee AUTO-COMS 


Common - talking, _ selec- 3h , j Deluxe intercom.  sys- 
tive-ringing systems in ; aitrages . tems, providing selective 
capacities of two to } : talking and selective sig- 
eleven stations. Beauti- ] oy “ naling service for a 
fully designed, and dur- 4 ‘ee maximum of ten stations, 
ably constructed for long Bes ies and up to five connec- 
faithful service. ¥ ¥ tions at one time. No 

B, automatic switchboard 

needed. 


P-A-X’s 


Private Automatic Ex- 
change systems, avail- 
able in all capacities. 
Use standard automatic 
telephones and _ provide 
for a variety of special 
communication services. 


AUTOMATIC <> ELECTRIC 


SERV-U-FONES 


Attractively priced com- 
mon-talking systems in 
capacities of two to ten 
stations. Conveniently 
packaged, simple to in- 
stall. Dry cell operated. 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 


Sales and Service Offices in Principal Cities e In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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RS IS GROWING... 
THE GOOD WORD IS BEING PASSED ALONG... 
WHOLESALERS ARE PROFITING... 









































Aboye: Pulling from end of 
horizontal section of con- 
duit. 


Left: Pulling into a box 
from vertical section of 
conduit 




















































































































































































Larger Knockout Punches 


Two new sizes, Nos. 738 and 739, to cut holes for 2!/2” 
and 3” conduit, have been added to this popular 
line. Write for details. 


WE ALSO MAKE Conduit Benders—Pipe 
Pushers — Knockout Tools — Radio Chassis Punches — 
Joist Borers—Electricians' Bits—Bit Extensions. They 
are practical, profitable tools. 


GREENLEE TOOL CO. 


Easier to Anchor .. . 
Portable 


CABLE PULLER 


Here is a tool in a class with 
Greenlee Hydraulic Conduit Ben- 
ders as a labor-saving device. 
And for that reason, it is a tool 
that will be a winner for the 
wholesaler who gets in and helps 
make it known. 


The Greenlee Cable Puller is de- 
signed to provide the maximum 
in power, ease of operation, port- 
ability, and convenient, positive 
anchorage. Provision is made for 
two operators when required, 
using cranks or ratchet wrenches. 
It is easy to take to the job, and 
for easier portability, the tension 
drum can be removed from the 
bracket. 


Write today for complete details, 
so that you will be prepared to 
take advantage of the publicity 
being given this tool in the con- 
tracting field. 


Rockford, Ill. 
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Picking A New 
Dealer 
CONTINUED FROM PAGE 13 


frigerators that stay sold than one 
who sells 50 and has 25 bounce 
back. And we put merchandise on 
the dealer’s floor in the sizes and 
styles that he can sell. We don’t 
load him up with some slow movers 
that we want to get rid of. But we 
do sell the line, and try to get onto 
every new dealer’s floor a repre- 
sentative selection of refrigerators, 
ranges, water heaters, washers and 
beverage coolers. 

“Most dealers never visit our home 
office or see the company heads. To 
them the salesman is the company”’. 
McCoy takes this fact seriously. 

“This makes me feel a responsi- 
bility to the dealer,” he says. “He’s 
got to make money or we lose—and 
it’s all up to me.” 





Give Small Town Fans 
A Break 


CONTINUED FROM PAGE [5 


As the idea takes hold, the usual 
procedure is the appointment of a 
committee by the most interested 
local group. When this committee 
is formed we really go to work. The 
project is getting hot. Our salesman 
sees the members of the committee 
individually, and gives them as much 
preliminary information as_ they 
will take. They are usually local 
business men or educators, and have 
never seen a lamp bigger than 500 
watts. Our man shows them litera- 
ture on large reflector units, talks 
wattages and firmly implants the 
idea that light intensity on the play- 
field must not be skimped, but must 
average 15 to 25 foot candles for a 
satisfactory job. That helps to stave 
off cheap competition later. 

As soon as possible, a date is 
made to bring down our lighting 
specialist to meet the whole com- 
mittee. That meeting is most im- 
portant. And the first question 
asked of course, is, “How much?” 
We are ready with a good, off-hand 
answer. Say it is $3000. Probably 
this stumps them. So then we go 
into the problem of financing. We 
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| have had experience with other job 
Clifton coming down! So we suggest ways and means. 

Boy! You sure know For an incorporated town, ofte: 
what ‘Fix it right’ a small bond issue is possible. O 
means! 





[ore Mac, the boss said 
“fix this break right this 
time.” So hand me down 
a roll of tape and make 


sure its CLIFTON! 





the cost can be made part of a gen 


eral improvement bond issue, if a1 
educational institution is involved 
Maybe some public spirited man o1 


| group can be induced to underwrite 
the cost or P.W.A. loans or assist- 
L, ance may be secured, or some 
student or athletic fund be drawn 
upon. At any rate, we can show 
j them by comparisons that they soon 
- will get their money back through 
S improved gate receipts. 
The job is now out in the open, 
il yy and all our competitors are after it. 
It is time to sell our product. I do 
best by concentrating on the reflec- 
tors. We have exclusive distribution 
; A of a good line that has some in- 
Gs teresting sales points. I take the at- 
Ze 7 titude that lamps are lamps and wire 
is wire, but the reflectors are the 
feature of the job. Certainly they 
are the most noticeable part. I stress 
reflector details and selling points 
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Clifton Brands—ACE—STIXWEL—CLIFTON—have greater strength, proper compounding 
and impregnation, correct adhesion and tack, and non-fray edges. 











THE BEST IN FRICTION TAPE SINCE 1888 to every member of the committee 

CLIFTON MANUFACTURING CO INC every time I see him, but always 

"y * | leave the thought that it is adequate 

MATTAPAN SENS POR PRICE AND SAMPLES BOSTON, MASS. | jicht and even distribution I am sell- 

——___—_—. ———— —_—_—- ing—not just fancy steel and 
| enamel. 





9 This way, I assure myself a break 
WHY N T . Have Your Personal when the job is let, even though 


|someone puts on last minute pres- 


Accident and Health Insurance with sure that demands consideration. Of 


course, I try to get it all, but if 


. s s he . ' ‘bl ' , Fl : 
Eastern Commercial Travelers Associations | wi.. © protic crac “°° 


Mutual Company @ No Agents @ #£No Branch Offices 
MASSACHUSETTS CO., INC. 1894 











ACCIDENT POLICY PAYS HEALTH POLICY PAYS 
Accidental Death Weekly Disability $25.00 Per Week — $10.00 PerWeek 


$5.000—$10,000 $25.00—$50.00 For Confining For Non-Confining 
etal Ey : Sickness Sickness 
Estimated Annual Cost $15.00 Estimated Annual Cost $18.00 











No policy is cancelled, rates increased, or 
benefits reduced on account of age! 


We Insure All Preferred Risks 




















© 
- JOHN S. WHITTEMORE 
Send the Coupon s Secretary-Treasurer 

. . 
: Eastern Commercial Travelers Associations 

j : 80 Federal Street, Boston 
. Without obligation, please send complete informa- 

* = tion and application for membership to 
: 
- eS a ae ee re ee ee ee ee 
. 
a 

—> ei THE MAN whose job it is to see that 
° RS eee, eee oe ne Norge range sales continue to roll 
-- me a | fright along and save more work for 

at -eaee shee o ce cae tee eseceve . 2 

. W.S-38 | housewives. His name—C. H. Mc- 
. 


| Mahon. 
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How the FUSTAT helps bring 
ADEQUATE 


What is 


the Fustat ? 


It is a fuse to which a thermal cutout is added. 


It gives all the protection of a fuse. 


It protects a 


as light as 25%. 


Yet it will n 


ainst permanent overloads, even when 
0 


ot blow on motor starting currents. 


It has a non-tamperable base that stops anyone from 
robbing the circuit of protection. 


It fits Edison base fuseholders through the use of 
an inexpensive adapter that locks in place. 


WHOLESALER’S SALESMAN 
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NEERING CORP 
* PRODUCTS CORP., Fultor 


27 Park Place 


WIRING... 


more quickly 


the issue. 


impossible. 


the number of outlets. 
fectly safe practice. 


Adequate wiring means—more satisfactory 


of the copper. 


overloads. 
without needless blows — and without sacrifice of safety. 


service calls. 


due to tampered or over-size fuses . . 


The Fustat assures safe fuse protection that remains safe. 


The Fustat stops scare headlines and stories that blame fires 
Usually “defective wiring” 
means the protective device was tampered and could not open 
when trouble occurred. Every Fustat installed means that much 
less chance of scare headlines making users think jelectricity is 


on so called “defective wiring’. 


dangerous. 


The Fustat helps bring adequate wiring — more 


quickly — and it helps keep wiring adequate 


. . 
etails at 


“ 


t Jeffersor 


ee . soul in 15 to: 





1 Sixtl New York City 
Bldg., Pittsburg! 


New York City 














Adequate wiring means—more circuits installed 


The Fustat prevents permanent overloading of the circuit. 
When additional circuits are needed the user cannot side-step 
The Fustat cannot be replaced with one of larger 
size or with a penny, and tampering it in any way is virtually 


Adequate wiring means—more outlets per circuit 


The Fustat permits adding a maximum number of outlets 
to the circuit. The circuit cannot be overloaded regardless of 
Hence adding extra outlets is a per- 


operation of appliances 


The Fustat prevents low voltage conditions that so frequently 
cause dissatisfaction with appliances — because the Fustat 
keeps users from loading circuit beyond the proper capacity 


Adequate wiring means—more appliances in use 


The Fustat permits adding more appliances to a circuit. 
It doesn’t blow on motor starting currents or other harmless 
The circuit can be loaded to approved capacity 


Adequate wiring means—more consumer good will 
The Fustat builds good will by eliminating many annoying 


The Fustat prevents loss of good will that often results from 
fright or expense caused by flexible cord shorts burning out 
. or to protective devices 
that don’t operate fast enough to protect against such shorts. 












Symington Heads 
Emerson Electric 


W. Stuart Symington has been elect- 
ed president and general manager of 
the Emerson Elec. & Mfg. Co., suc- 
ceeding Joseph Newman, who is now 
chairman of the board. 

Symington is 37 years old. After 
leaving Yale University in 1923, he 
went with the Symington Co., in a 
short time becoming associate works 
manager, later executive assistant to 
the president. In ’28 he was 
vice president of the Gould Storage 
Battery Co. That year he organized 
the Valley Equipment Co. for the man- 
ufacture of radio speakers and _ parts. 

In 1930 he consolidated that firm 
with the Colonial Radio Corp., becom- 
ing president of the organization. He 
left Colonial to become president of 
the Rustless Iron & Steel Corp. Last 
year he resigned from that and 
sold out his interests. 


elected 


firm 


Wesco, Memphis, 
Plays Host 


A. E. McDermott, manager of West- 
inghouse Supply, Memphis, played host 
to some 125 dealers and their salesmen 
at the Hotel Claridge recently. The 
dealers heard the complete story on 
the new Westinghouse line of radios, 
ranges, washing machines and appli- 
ances. Phillip Rhinehart, John Boos, 
M. Lanning and Don Denman, all from 
St. Louis, represented the factory at 
the meeting. 


Fred McGowan With 
International Exposition 


Fred McCowan, well known electrical 
wholesaler’s salesman, especially in the 
merchandising of electrical appliances, 
has been appointed chief of the Palace 
of Electricity and Communication at 
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the Golden Gate International Exposi- 
tion, San Francisco. He says his Palace 
is progressing toward complete allot- 
ment of space, and will play its part as 
host to the electrical industry next year. 


General Cable 
At Boulder Dam 


The General Cable Corp. has been 
awarded a contract by the City of Los 
Angeles to manufacture and supply the 
third Boulder Dam, Los Angeles trans- 
mission line. 

This line will require some 6,000,000 
pounds of copper. The type will be 
hollow copper conductor, 1.4 in. in di- 
ameter, to be operated at 287,000 volts. 


Art Craft Takes 
Three New Lines 


The Art Craft Fixture & Electrical 
Supply Co., Salisbury, Md., has recently 
taken on the distribution of the Ben- 
jamin, Pittsburgh Reflector, and Wire- 
mold lines. 


Marine Supply 
Selling Trico 


Trico Fuse Manufacturing Co. has 
appointed the Marine Specialty & Mill 
Supply Co., New Orleans, as agent- 
distributors. in Louisiana and southern 
Mississippi. The company is handling 
the complete Trico line. 


O. Z. Moves 
To New Quarters 


The O. Z. Electrical Mfg. Co., Inc., 
has moved into its new quarters at 262 
3ond St., Brooklyn, N. Y., which con- 
tains latest machinery for the manufac- 
ture of connectors, conduit fittings, 
cable terminators and special electrical 













TO ATLANTA goes W. A. Emerson as 


southeastern district manager for 
Westinghouse Electric Supply. Before 
this promotion Emerson was manager 
of the Carolina territory. Following 
graduation from Georgia Tech, he 
joined the Westinghouse Company at 
East Pittsburgh. 

Later he was 
lotte as textile sales engineer. 


transferred to Char- 
He has 


represented Westinghouse in the Caro- 
linas ever since, except for an inter- 
ruption during the World War when 
he served as a First Lieutenant with 
the 56th artillery C.A.C. 





NOW SALES MANAGER of Tower-Bin- 
ford Electric. Billie Burke has traveled 
a territory for quite a while and re- 
cently was upped to sales head. 
While traveling here and there, he gets 
a chance to practise his hobby——dig- 
ging up theatrical talent. Years ago, 
Billie Burke's Minstrels cut fancy capers 
all through the South, so that explains 
his hobby. Incidentally, one of the 
crew was Amos of the famous team of 
Amos and Andy. 

Burke's latest protege is a youngster 
by the name of Tommie Baker who has 
already crashed New York's Broadway 
and appeared in a movie short for 
Warner Brothers. And he is just be- 
ginning. So Burke goes ahead travel- 
ing and selling electrical products with 
a watchful eye for show talent. 
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MAZDA 


G-E FLUORESCENT MAZDA LAMPS 
PROVIDE NEW INDOOR DAYLIGHT 


The new G-E Fluorescent MAZ- 
DA lamps offer electrical con- 
tractors, sign manufacturers, 
and hardware and electrical 
jobbers a brand new tool for 
profit opportunities wherever 
daylight effects or colored light 
sources are wanted. They give 
several times more light for the current consumed 
than filament lamps of the same wattage and color. 
For the same amount of light, they are 50% cooler. 
The daylight Fluorescent lamp offers the closest ap- 
proach to real daylight ever produced at high ef- 
ficiency. It offers great possibilities for stores, and 
factories where color discrimination is important. 
Available also in red, gold, pink, blue, green and 
white, they offer unusual profit opportunities for 
decorative lighting in specialty shops, theatres, etc. 


GENERAL ($) ELECTRIC 


REVOLUTIONARY 
NEW MAZDA LAMPS 


G-E MAZDA PROJECTOR LAMPS | EA 
ARE COMPLETE LIGHTING UNITS | —_—_——— 


=r) G-E MAZDA Projector lamps 
pote combine a mirror reflector, a 
light-directing lens and a 150- 
watt filament in one hermeti- 
cally sealed-in unit, protected 
from dust, moisture, and de- 
terioration. Available in two 
types—Spotlight type, with a 
concentrating lens to supply a narrow beam of light, 
for stores, windows, factories, theatres, night clubs. 
Floodlight type, with a lens supplying a broader beam 
of light, for store windows and interiors, factories, 
outdoor lighting on signs, buildings, used-car lots, 
and other places. 

























































General Electric also presents the 150-watt MAZDA 
Reflector lamp (see inset photo at lower right). With 
the same type of mirrored surface used on the Pro- 
jector lamps, the Reflector lamp is made of ordinary 
glass, and will be of value wherever a smaller, light- 
weight lamp with a beam of less intensity is needed. 
Its use is also recommended where lower first cost 


is important. Price $1.10. 
G-E MAZDA REFLECTOR LAMPS 















General Electric Co., Dept. 166-WS,Nela Park, Cleveland, O. 
Please send me complete information on: 

A) G-E Fluorescent MAZDA lamps. 0 

B) G-E MAZDA Projector and Reflector lamps. 0 
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COATS OFF and shoulder to shoulder are Willard Skinner, 


Michael Destazio, 


Clarence Miller and Frederick Pidgeon of Miller Electric, Utica, N. Y. 


equipment. M. J. Cafiero, president, 
states that July was his best month so 
far this year, and that fall business 
looks promising. 


Swartzbaugh Appoints 
Hawkins And Hagen 


The staff of Hawkins and Hagen 
Electric Sales Co., St. Louis manufac- 
turers’ agents, is handling the lines of 
the Swartzbaugh Manufacturing Co. in 
that territory. 


Wilson Buys 
Ellicott Company 


Wilson Lighting, Inc., Chicago, re- 
cently purchased the Ellicott Manufac- 
turing Co., makers of Ell-Strip Wiring 
Channel and accessories for show 
window, cove and lumiline lighting 





ANOTHER STAR is signed up by the 
George Butler Electric Sales Co., Chi- 
cago, Midwest representatives for Tri- 


angle Conduit & Cable. Tom Carmon 


is getting a pat on the back from his 
Boss, George Butler. Tom was formerly 
with the I. A. Bennett Co. and covers 
Missouri, Kansas and Tennessee. 
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The sale of these lines will 
be handled by Wilson’s sales and dis- 
tributing organization. 

Mr. Ellicott, former owner of Ellicott 
Manufacturing, is devoting his entire 
time to his porcelain enameling business 
but will continue as a director of Wil- 
son Lighting. 


purposes, 


Adams Wesco 
Cleveland Manager 


W. W. Adams has been named man- 
ager of Wesco’s Cleveland house, suc- 
ceeding James Sidway who has been 
transferred to Detroit as manager of the 
central district. Adams has spent his 
entire business life in electrical whole- 
saling and for the past several years 
has been sales manager there at Cleve- 
land. 


Condon & Young 
Selling U. S. Rubber 


The salesmen of Condon & Young, 
Inc. of 357 S. Hill St., Los Angeles, 
are now handling the wire and cable 
lines of U. S. Rubber Products in 
southern California and Arizona 


Graybarites Get 
Service Awards 


During the past several months, 59 
Graybar employees reached one of the 
“five year service milestones”. All of 
them have been with the company at 
least 20 years. Among the group are 
four district managers, six specialists 
and ten salesmen. 

George T. Marchmont, southern dis- 
trict manager, with headquarters in At- 
lanta, has completed 30 years of service. 
Clarence H. McClean, Kansas City dis- 
trict manager, recently completed 25 
years with the firm. James A. Mayer, 
who manages the Erie district at Cleve- 
land, has also been with Graybar 25 
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years. George Corrao, Mississippi 
Valley manager, with headquarters at 
St. Louis, recently received his 20-year 
button. 

John H. Gleason, sales manager, Chi- 
cago, received his 35-year award. 
Harvey N. Wood, sales manager, Phila- 
delphia, completed 25 years. W. A. 
Wayman, assistant manager, Pittsburgh, 
completed 35 years. W. E. Henges, 
assistant manager, St. Louis, 25 years; 
George C. Krenning, manager, New 
Haven, 25 years; R. S. Robinson, sales 
manager, Orlando, 25 years; Arthur R. 
Weaver, manager, Toledo, 20 years and 
Vernon E. McCain, manager, Spokane, 
20 years. 

The six specialists are C. L. Huyck, 
San Francisco, 35 years; F. A. Tibbitts, 
Boston, 35 years; James E. Barron, 
Chicago, 30 years; G. E. Brown, Min- 
neapolis, 30 years; Albert H. Doeker, 











































Marchmont 





Corrao 


Mayer 


Cincinnati, 25 years and R. J. 
Chicago, 25 years. 

The ten salesmen are John W. Harris, 
Birmingham, 25 years; twenty-year 
vets are A. M. Erwin, Pittsburgh; L. 
C. Esthus, Milwaukee; Stephen Daven- 
port, Boston; W. W. Smilde, Peoria; 
N. O. Bolander, Milwaukee; F. J. Saffer, 
Omaha; G. B. Confer, Pittsburgh; R. R. 
Lockhart, Los Angeles, and J. J. Con- 
nolly, New York. 

Thirty-one other employees in the ac- 
counting, service, credit and general de- 
partments also received service awards. 


Copp, 


G. E. Supply 
Promoting Light 


In its most comprehensive lighting 
sales program, the General Electric 
Supply Corp. has launched a crusade 
which will carry the story to some 300 
trade and consumer meetings during 
the next six months. 

W. W. Booth, manager of lighting 
sales; A. C. Prange, manager of supply 
sales and Ray G. Worsley, manager of 





HAZARD 


DEQUATE 
IRING 


SERVICE ENTRANCE 
AND DROP CABLES 


WIRE WORKS 
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lamp sales are co-authors of the pro- 


gram. Five travelling shows are out 
in the territory this month, working 


from each of the 75 district and branch 
offices. 

Cooperating with talk- 
ing light to the commercial, industrial 
and utility fields are three of their 
equipment suppliers, Curtis Lighting, 
Inc., Holophane Company, Inc. and The 
Miller Co 


Gesco in 


E.M.E.A. Meets 
In Cleveland 


Members of the Electrical Mainte- 
nance Engineers Association met in 
Cleveland September 21 in connection 
with the meeting of the western section, 
International Association of Electrical 
Inspectors. C. M. Ripley of the Gen- 


eral Electric Co., Schenectady, N. Y., 
was one of the speakers at the meet- 
ing, which was held in the Hotel 
Hollenden 

Westinghouse 


Talks Lighting 


Last month, E. C. Huerkamp, man- 
ager of commercial lighting sales, and 
W. M. Hutchison, sales promotion 
manager, lighting division, for West- 
inghouse Electric & Mfg. Co., traveled 
up and down the West Coast presenting 
the newest developments in commercial, 
industrial and floodlighting. Traveling 
some 10,000 miles they addressed whole- 
salers, retailers, contractors and utility 
lighting engineers. 


Dallas Certifies 

Adequate Wiring 

The Dallas Adequate Wiring Com- 
mittee has been licensed by the National 
Adequate Wiring Bureau to operate 





NEW HEAD MAN of Burgess Battery 
is Dan W. Hirtle. He joined the firm 
some years ago as general superin- 
tendent of the Freeport plant. Before 
that he was assistant super at the 
American Rolling Mills Co. 





the certification plan. The Texas city 
is the 16th to adopt the plan certifying 
adequate residential wiring. In addition 
to Dallas proper, homes in University 
Park and Highland Park will also be 
certified. P. M. Rutherford of the Dal- 
Power & Light Co. is secretary- 
treasurer of the local committee. 


las 


New Job 
For Newbury 


Frank D. Newbury has been named 
manager of the New Products Division 
of Westinghouse Electric & Mfg. Co. 
He succeeds Herbert Mygatt Wilcox 
who died July 28. 

Newbury will continue to act as 
Economist of the company in addition 





yw 





AT THE COUNTER, reddy for one and all, are W. E. Bussey, Glenn Bussey, 
Fred Havens and B. O. Castor, W. E. was busy with a customer, so nuts with 
They're all with Electric Supply Sales Co., Rochester, N. Y. 


the camera. 








to handling his new duties. A grad- 
uate Mechanical Engineer in 1901 from 
Cornell University, he has occupied a 
number of positions from apprentice to 
manager of machinery engineering over 
a period of some 30 years. In 1935 he 
became assistant to the vice-president, 
in connection with budgets and other 


administration problems, and _ later 
Economist. 
Mid-State 
In Peoria 
The Mid-State Elec. Supply Co., 


Decatur, IIll., opened a branch recently 
in Peoria, Ill., with Manager Dougherty 
in charge. The address is 723 S. Wash- 
ington St. 


Rocky Mountain League 
Holds Convention 


Wholesalers returned home from the 
annual convention of the Rocky Moun- 
tain Electrical League at Yellowstone 
National Park, Aug. 29-31, with details 
of the all-industry lighting campaign 
which the League will conduct through- 
out the region this fall. They are carry- 
ing details of the program to dealers, 
contractors and utilities in Colorado, 
Wyoming, New Mexico. The Adequate 
Wiring Program was also adopted at 
the meeting. 

Homer A. Fluckey, of Mine & Smelter 
Supply Co., Denver, was named chair 
man of the distributors’ division of the 
League. 


Peaslee-Gaulbert 
Opens New Quarters 


By moving their Southwestern head- 
quarters in Dallas, Texas, from 2700 
Logan St., to a four-story building at 
Henry and Canton Sts., The Peaselee- 
Gaulbert Corp. almost tripled their floor 
space. The building measures 400 by 
125 ft. They also have a large yard 
and trackage area. 


New Man. Lines 
For Electric Service 


W. Edward Howarth is the latest ad- 
dition to the sales staff of the Electric 
Service & Sales Co., New Bedford, 
Mass. He and his fellow salesmen are 
pushing three new  lines—Hamilton 
Beach, Crouse Hinds and Anaconda. 





In Speech, 
Hibben Predicts 


In a paper presented to the World 
Power Conference, Dr. S. G. Hibben, 
director of applied lighting for West- 
inghouse Electric & Mfg. Co., visioned 
a better-lighted world in which engi- 
neers would duplicate daylight, or tint 
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High levels of illumination are produced economically in this machine shop with General Electric Type-H Mercury Lamps 


SEEING IS MADE EASIER... 


More Productive...With Mercury Light 


Higher levels of illumination at a 
lower cost per foot-candle are as- 
sured by these modern, efficient 
light sources. They are promot- 
ing more efficient and more 
economical production in all 
branches of industry. The higher 
levels of illumination make the 
mere physical act of ‘‘seeing’’ 
easier... eye-strain is reduced... 
and more uniform high quality 
production is assured. 


Modern industry is buying 


light as a production “tool.” It is 
a sound approach to lighting be- 
cause light directly affects the 
efficiency of all men and ma- 
chines. Blended with incandes- 
cent light these mercury lamps 
produce illumination which sim- 
ulates and blends well with day- 
light. You will profit by having 
the full story about engineered 
Mercury lighting at your finger 
tips for your next job. Complete 


details are available on request. 








The 400-watt 
Mercury Lamp is 
60 to 140 per cent 
more efficient than 
other available 
light sources. It 
burns vertically 
only. 


By combining Mercury 
and Incandescent Lamps 
in many conventional type 
luminaires a psychologi- 
cally cool, white light can 
be obtained. 








GENERAL @ ELECTRIC © 22250" 
were designed especially for this 
lamp from the General Electric 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


Incandescent Lamp Department 


Dept. 165, Nela Park, Cleveland, Ohio Vapor Lamp Company. 
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SCHOOL DAYS for these 200 wholesalers and utility men who gathered at the 
Westinghouse Jobber Lighting School in Cleveland recently. The discussions cov- 
ered industrial, commercial, aviation and highway lighting. Among the speakers 
were J. W. Mueller, West Penn Power Co., A. L. Billingsley, Fuller, Smith & Ross, 
Inc.; R. W. Jeffery, Corning Glass Works; Walter Williamson, Wesco, and various 
Westinghouse lighting experts, including F. R. Kohnstamm, manager of the lighting 


division. 








illumination to harmonize with walls, 
clothes and complexions. 

He also said that by 1947 he expects 
the average home to consume 1300 kilo- 
watts annually as compared to 425 in 
1926. Dr. Hibben also predicted that 
there would be 25,000,000 wired homes 
in 1947 as compared to 22,500,000 today. 


New Manufacturer 
At Huntington 


The Ensign Electric & Manufactur- 
ing Co. has been formed at Hunting- 
ton, W. Va., for the manufacture of 
rail bonds and other electrical equip- 
ment for coal mines and industrial use. 
Incorporators of the firm are Darwin 
A. Ensign, C. C. Armstrong and Col. 
D. W. Morey. 


Three Cities 
Certity Wiring 


Chattanooga, Milwaukee and Seattle 
have been licensed by the National Ade- 
quate Wiring Bureau to certify wiring 
installations in their respective terri- 
tories. The local organizations, spon- 
soring the certification plan are the 
Electrical League of Chattanooga, the 
Electrical League of Milwaukee and 
the Electric Club of Washington, Seattle 
Chapter. 


Graybill Opens 
Hagerstown Branch 


Jno. E. Graybill & Co., Inc., with 
headquarters at York, Pa.. has opened 
a branch at 56-58 E. Washington St., 
Hagerstown, Md. They also have a 
house at Lancaster, Pa. 

The Hagerstown branch has 11,000 
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square feet of space, occupying three 
floors of a large, brick building. The 
second floor contains an attractive fix- 
ture display room, completely wired with 
175 ceiling outlets and 200 wall 
brackets. Ample parking space adjoins 
the building. 

The store will be conducted as a 
self-sustaining unit under the manage- 
ment of T. G. Hardesty, Jr., who has 
been conected with the local electrical 
industry for many years. 


MEN ON 
THE MOVE 


Harold T. Welch is now heading up 
appliance sales for General Electric Sup- 
ply at Columbus, Ohio. For 22 years 
he has been identified with the electrical 
industry of that region. 


-” 


F. H. Doremus has been appointed 
manager of General Electric’s industrial 
department in the Rocky Mountain dis- 
trict. He has been with the company 
16 years. He succeeds Henry C. Glaze 
who retired after 39 years with the com- 
pany. 





* 


Tony Burg, well known to the central 
New York trade, is now with the H. J. 
Gorke Estate, Syracuse, N. Y. He was 
formerly with Graybar. 


* 


E. S. Klosterman has joined the sales 
staff of the Blackstone Mfg. Co. as 
representative in southern Ohio. Before 
joining Blackstone he spent 14 years 
with G. E. Supply at Columbus, the last 
four as district appliance sales manager. 











H. L. Huxster is covering southeastern 
Pennsylvania and southern New Jersey 
for the Trico Fuse Mfg. Co. He works 
from 1110 Darby Road, Upper Darby, 
Pa. 

* 

Myron W. Craddick is out in the ter- 
ritory for the Continental Sales Co., 
Newark distributor. He was formerly 
with Halsey Supply Co. and B. & O. 
Radio, Inc. 

x 


Armine West is travelling Texas, 
Oklahoma and eastern Louisiana for the 
Proctor Electric Co. He is located at 
516 Burdette St., New Orleans. 


»* 


Rollin W. Sidwell, J. R. McQueston 
and John McGinley are new counter 
salesmen at Rumsey Electric, Philadel- 
phia, and Miss Lois Werner is assisting 
S. K. Eaton in the appliance sales de- 
partment. Sidwell was formerly a 
dealer, McQueston was promoted from 
the quotation desk and McGinley was 
upped from the warehouse. 


* 


C. S. Hackett and C. D. Smith have 
been transferred to the south Georgia 
territory by G. E. Supply, Atlanta. 
Hackett handles general supplies, Smith 
specializes on appliances. 


-* 


Harold Bennett is out covering a ter- 
ritory for Efengee Elec. Supply Co., 
Chicago. Al Ganglof has been moved 
from shipping to counter sales. 


* 


Glenn O’Harra, former head of range 
sales has been made manager of all 
Norge sales in the East, R. E. Dens- 
more who managed refrigeration sales 
now has charge of western sales. 


-* 


J. E. Hugo has been appointed cen- 
tral district manager of merchandise 








NEW MANAGER, newer salesman step 
into the spotlight. P. V. Eakin, left, 
came over to Kansas City a short time 
ago to run that house for the American 
Electric Co. He was at the St. Joseph 
house previously. With him is George 
T. Gleason, new city salesman, who is 
specializing on contractors. 
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The exclusive Westinghouse 
Diamond pointed jaw con- 
fines the bead to sections 
outside the contact area, sec- 
tions which do not normally 
Carry current. 
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HERES ASWITCH WE NEVER HAVE TO 
BOTHER WITHJOE! 








YOU SAIDIT BOSS! THESE 
SALI WEST! aCe aeery 
o SWITCHES SU 
‘<= UP ANDTAKE. IT. YOU DONT 
HAVE TO NURSE THEM 
ALONG __ 


| teem 











TIGHT, COOL CONTACTS IN THESE SAFETY SWITCHES 


You don’t have to keep dressing down jaws and blades to main- 
tain tight, cool contacts in Westinghouse Safety Switches. Jaws 
are diamond-shaped. When contact is broken, the arc is drawn 
between the diamond point of the break jaw and the end of the 
blade. The sections that carry current cannot pit, bead or burn off. 

In addition, one-piece copper parts prevent heating from loose 
connections. And in 575 and 600-volt switches, ““De-ion” grids 
quench heavy arcs almost instantly. 

For safe contact at all times, specify Westinghouse. All com- 
mercial types and ratings available from your: 


Electrical Wholesaler Electrical Contractor 
Motor Dealer Industrial Agent 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 
J-20516 








“Black coffee an’ a Buyers Reference 
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ee —will keep him 
gomg all night!” 


Rush job. Midnight oil. Too late to call anyone to find 


“who makes what”... 


That’s the time to ask for black coffee and the Electrical 


Buyers Reference! 


If a specification mentions an unfamiliar trade name, you 
can find who makes it by one quick reference to B.R. In 


many cases, you'll find the manufacturer has supplemented 





his listing with valuable information on his products. 


Names — addresses — trade names — product data — 


The Looking-Up-Place for 


ee , , 
Guide ama it’s all in the Buyers Reference, to save you time and money! 


ELECTRICAL BUYERS REFERENCE 


ELECTRICAL CONTRACTING EDITION 
A McGraw-Hill Publication = 330 West 42nd Street, New York 
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sales for the Westinghouse Elec. & Mfg. 
Co. He has been with the company 17 
years. 
-* 
Ray Kuntz is a new name on the pay 
roll at Reinert Electric Co., Allentown, 
Pa. He works in the warehouse and at 


the counter. 
ova 


Bill Aiken is out covering the Wilkes- 
Barre territory for G. E. Supply, Allen- 
town. He was promoted from inside | 
work. 

-* 


James A. Ramsey, merchandise man- 
ager for the General Electric Company, 
Buffalo, N. Y., has been made manager 
for New England and upper New York 
State, with headquarters at Boston. He 
will take over the duties formerly 
handled by Charles M. Wilson, who has 
become manager of the newly estab- 
lished factory distributing branch of the 
company’s merchandise department in 
Boston. 


OBITUARIES | 


Charles W. Dustin 


Charles W. Dustin, 51, manager for 
the southeastern district of the West- 
inghouse Electric Supply Co., suc- | 
cumbed to a heart attack in his down- 
town office in Atlanta, Georgia, Au- 
gust 19th. 

A native of Reading, Mass., Mr. 
Dustin went to New York City while 
a young man, and was there for al- 
most 30 years during which time he 
was first employed by the Westing- 
house Electric & Manufacturing Co., 
and then by the Westinghouse Electric 
Supply Co. He opened a branch office 
in Richmond, Va., for this company, 
and, in 1932, was appointed southeast- 
ern district manager, with offices in 
Jacksonville, Fla. He moved to At- 
lanta, Ga. when the offices were shifted 
five years ago. 

His wife and son, Richard, survive. 


Harry B. Levy 
Harry B. 


Levy, vice-president and | 


general manager of the Aeolian Com- | 


pany, RCA Victor distributor of 
St. Louis, Mo., died from a heart at- 
tack which overtook him as he was 
walking along the street. 

He had been identified with the 
music merchandise and radio business 


for the past twenty years, and had been | 


associated with Perry Crisler, at the 
head of the Aeolian Company for years. 

He is survived by his wife and a 
young daughter 


| 


| 


More Profit for you—with 


Synchronous 
Electric 


TIME 
SWITCHES 








because contractors can wire ‘em and forget ‘em. 
They are easily installed and are dependable 
and economical for such installations as store 
windows, signs, apartment house hall lights, air 


conditioning, etc. 


Repeat business is almost as automatic as 


the switch because every installation means a 


satisfied customer. 








Latest in design and construc- 
tion. Furnished in single and 
double pole types and in either 
cast iron or sheet steel cases. Two 

(o = types are available in 8-day hand 
een Sa sll 9 Hy le ted wound construction for use on 
result of over 28 years of concentra- D.C. 


tion in this highly specialized field. Write for complete descriptive 


Full information on this profitable : ‘ 
line will be gladly sent on request. literature and price sheet.. 


THE RELIANCE LINE 
OF TIME SWITCHES 


is comprised of the RELIANCE, 
RACINE, BADGER and the new 











Frank W. Roller | BELIANCE AUTOMATIC LIGHTING CO. 


Frank W. Roller, president of the 
Roller-Smith Co., New York, died 


| 
} 


1907 MEAD STREET RACINE, WISCONSIN 
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Root ER ee 
AFTER ALL— 


SHAWMUT 
SHUR-LAG 


RENEW ABLE 


FUSES 


©Ohe CHASE-SHAWMUT 
COMPANY 





NEWBURYPORT 
MASSACHUSETTS 





| 

























at | 


August 21, at his summer home 
Northport, Long Island. 

After graduating from Lehigh Uni- 
versity, he was, for several years, a 
consulting engineer in New York City. 
With Jose A. Machado he organized 
the firm of Machado and Roller, im- 
porters of electrical instruments, and 
general selling agent for the Whitney 
Elec. Instrument Co., the Switchboard 
Equip. Co., and the Columbia Meter 
Co. In 1908 the Roller-Smith Co., | 
which took over these four companies, 
was organized. 

Colonel Roller was chairman of the 
| board of the Sarco Co., New York, and 





Including many 
Improved Fittings 
originated by Penn-Union to 
give you quicker and easier 
connections, that are Perma- 
nent and Dependable. 


















3 4 : Clamp T Terminals 
|a fellow of the American Institute of for wer size and 
Tlac ‘nowmeer : » € sch. type conductor. All 
Elec. Engineers. During the Spanish icine Gh agile 
| American War he served in the Navy, cation. 


and during the World War 
| Ordnance Dept., U. S. Army. 


MEETINGS AHEAD 


in the 





Oniversal 






| Clamp, that 
} , - " x takes a wide ~ 
| Buffalo—Refrigeration Service Engi- range of wire 


sizes. 





|neers Society and Manufacturers’ Ex- 


| hibit from November 2 to 4. 






Most Popular Type of 
connector, with in- 
numerable uses — the 
all-around favorite of 
practically every user 
of current. 


| 
| 


Chicago—National Electrical Whole- 
| salers Association at the Drake Hotel, 
October 17 to 20. 

















Chicago—National Electric Manufac- Set-scrow con- SS 
turers Assn. at Palmer House, October ae” ateeaee 










124 to 28. 


cable. 
. 





| Chicago—U. S. Independent Telephone 























\ssociation at Stevens Hotel, October Figure Eight and Oval copper 
18 to 21. Details from Louis Pitcher, ond geet also split tinned 
|616 S. Michigan Ave., Chicago. . 


* 
Service Entrance Con- 
nectors, with heavy 
1-piece hard drawn 


| 


| Cincinnati—Ohio Electrical Contractors 












| - eg . ar body. 
| Association annual meeting, October er 
118 to 20. 
7. 
Rochester, N. Y.—Institute of Radio 
Engineers, meeting and _ exhibit, from Fuse Clips, Ferrule 
ae m : and Knife - Blade 
November 4 to 16. types, spring tem- 
pered bronze. 
= 








Every Penn-Union Connector is De- 
pandable. Preferred by the leading 


Washington, D. C.—Seventh Interna- utility companies and “industrials.” 


tional Management Congress from Sep- 









tember 19 to 23. Details from Na- Sold by leading jobbers 
thaniel W. Barnes, executive secretary, PENN-UNION 
347 Madison Ave., New York. ELECTRIC CORPORATION 


ERIE, PA. 














Pleads For A 
Selling Offensive 


In his new book, “Recapture The 
Lost Sales Offensive”, J. George Fred- 
erick decries American Business’ ten- 
dency to slough off its responsibilities 
for present conditions to some-one 
else’s shoulders, and suggests that it 
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“chart a real sales offensive that has, 
genuine striking power.” He admits 
that the “old brand of salesmanship pep | 
and high pressure” will not suffice, and | 
reveals his own practical and forceful | 
plan for accomplishing this. | 

Proving he is no visionary, Mr. Fred- | 
erick reminds us of the cold unpleasant 
facts of modern conditions, but coinci- 
dentally stresses those conditions from 
which we can “recapture our courage”, 
and lists in detail a dozen or more new 
business developments offering sales 
opportunities for the alert salesman. 

The chief problem of selling, he be- 
lieves, is that of overcoming “Sales 
Resistance,’ and he suggests several 
workable solutions. Perhaps his most 
interesting chapter is that titled, “Meet- 
ing The Prospect’s No.” This two 
letter bug-a-boo word, he says, should 
be treated as the “signal to begin the 
contest of ideas,” and he lists, in detail, 
many ways in which this can be done. 

Mr. Frederick closes his book with 
three different types of salesmen’s tests 
which will help the reader judge his 
selling abilities. (The Business Bourse, 
80 W. 40th St., New York, N. Y.— 
$1.50) 


The Handbook 
of Advertising 


Designed to aid in making your ad- 
vertising more effective, this new book 
presents brilliant treatments of current 
advertising problems, techniques and 
principles. It’s eighteen sections con- 
tain information gathered from the 
experience of as many outstanding 
specialists. Edited by E. B. Weiss, 
F. C. Kendall and C. B. Larrabee, 
each page is packed with pertinent, 
up-to-the-minute text of interest to 
every advertiser. (McGraw-Hill Book 
Co., 330 W. 42nd St., New York.) 








AN I. E. S. OUTING up in Beverly, 
Mass., was the occasion for these light- 
ing men getting together beside the 
Dodge. Jim Patrick, left, of Benjamin 
had charge of the affair. His friends 
are Dick Welch of Graybar and C. M. 


PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


ccepted and specified by 
the Leaders since 1 d94 


On sheer merit alone, Oliver Pole Line 
Materials have commanded the preference 
of leading engineers throughout the elec- 
trical industry—merit that is measured 
by an exacting standard of workmanship 
and progressive design founded on more 


than 40 years of experience. 


BLISHED lees 2) 


OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


OLIVE IR Sar m* MATERIALS 











APPROVED AND tan SINCE 1894 





Snyder of G. E. Lamps. 
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Field For 
Public Relations 


A survey just completed by the New 
England Council shows how great is 
the opportunity among manufacturers 
to foster improved public relations. 
Cross-section analysis of manufac- 
turers’ opinions show that only 40 per 
cent feel that their communities gen- 
erally realize the contributions their 
companies make to community wel- 
fare, although 92 per cent consider 
their communities friendly. Only 33 
per cent report that their officials appear 
before local groups to discuss their 
companys’ part in local economic life. 

The publicizing of industrial activi- 
ties shows room for much expansion. 
25 per cent do not adequately identify 
their plants by the company name, 
51 per cent do not identify their pro- 
ducts suitably by signs, and only 15 
per cent provide well lighted signs at 
night. Only 21 per cent have local 
display rooms, and 31 per cent have 
personnel to inform visitors about 
products. 

Lack of knowledge of industry’s 
problems was deemed a barrier to good 
public relations by 43 per cent, while 
29 per cent blame politics with foster- 
ing bad public relations.—Business 


Week. 


Chevrolet Trains 
Dealers’ Sons 


In organizing schools for training 
dealers’ sons in automobile selling, the 
Chevrolet division of General Motors 
looks out for its future. Starting last 
spring, the company offered to selected 
pupils, sons of its dealers who ex- 
pected to follow their fathers’ busi- 
ness, intensive seven weeks courses in 
Chevrolet leadership. Three sessions 
for thirty men each will be held this 
year, and four annually there-after. 

This school is serious business. 
Carefully prepared curricula are fol- 
lowed, and the student pays his own 
expenses. The purpose is to build up, 
from the sons of its good dealers, a 


76 


FROM 
OTHER 


PAGES 


A Round-up of Ideas from Many Papers== 







body of young men who will have pride 
in, and knowledge of, their fathers’ 
business. As successors to their 
fathers, or in operating their own 
dealerships, they will effectively per- 
petuate the Chevrolet distribution 
system. Sort of an industrial dynasty. 

This plan shows how far sighted is 
modern business—how much thought 
is given by a large industrial to assure 
itself adequate and suitable distribution 
in years to come.—Sales Management. 


See New 
Prospects 


There is a very direct relationship 
between the number and the kinds of 
calls made by a salesman and his sales 
record. If sales are harder to get face 
that fact and counter with more calls. 
Some salesmen continue working those 
accounts which have given them the 
bulk of their business in good times, 
even after many have curtailed pur- 
chases for one reason or another. Other 
salesmen persistently expand their con- 
tacts, call on all kinds of buyers, and 
come through with an increasing vol- 
ume of business, good times and bad.— 
Executives Service Bulletin (Metro- 
politan Life Ins. Co.). 


Radio Up 


Retail radio sales for August held 
he four point gain made in July, and 
climbed slightly higher—to within a 
fraction of 92 per cent of last year’s 
August figure. Several factors favor- 
able to increased radio business in the 
fall are:—the slow but steady rise in 
industrial employment, probable settle- 
ment of the farm price situation, the 
manufacturers’ start of a tremendous 
sales campaign through heavy adver- 













tising and promotions that are sched- 
uled to gain momentum until the 
Christmas sales peak is reached.— 
Radio Retailing. 


Engineering 
Construction Gains 


September fifteenth reports of engi- 
neering construction awards for the 
preceding week show 13 per cent gain 
over the corresponding 1937 week. 
This is the ninth successive week in 
which construction awards have ex- 
ceeded their 1937 values. The cumu- 
lative total for 37 weeks of , 1938 is 
4 per cent above the total for’ the cor- 
responding period last year. 

And most of the larger awards 
‘include markets for electrical whole- 
salers—housing developments, schools, 
hospitals, barracks, a subway, and a 
refinery.—Engineering News-Record. 


Order Slot 


Many banks have slots into which 
customers may slip their deposits after 
closing hours. In New Jersey, a dealer 
decided that he could use the same plan 
to good advantage. So he had a slot 
cut in his door with a sign above: 
“Leave Orders Here—They Will Be 
Attended to First Thing in the Morn- 
ing.” Many extra sales were made to 
patrons who passed the store on their 
way to the movies or post office —Hard- 
ware Age. 


Urge More Ben 
Franklin Clubs 


Because he is so remote from east- 
ern manufacturers, the manufacturer’s 
agent on the west coast has his 
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SCORES of successful SALES IDEAS 














—that can be used for 


MORE SALES 
GREATER PROFITS 


LOWER 


@ The "Group Profit Plan" for sub- 

scriptions to THE WHOLE- 
SALER'S SALESMAN enables a group 
of salesmen to subscribe at one-half 
the regular yearly rate. 


Hundreds of Electrical Wholesalers 
have for years used this plan to supply 
their organization with new and vital 
sales information. 


Many times a plan, successful for an- 
other wholesaler, has been adopted 


COSTS 


with startling success. It pays divi- 
dends to put a continuous flow of new 
ideas within reach of your men. 


Your company should join—NOW— 
the ever growing group of progressive 
organizations that take advantage of 
the "Group Profit Plan" low rates. 


The regular individual subscription fee 
is $1.00 a year. In groups of 4 or 
more the rate is reduced to 50 
cents a year. (Rates are the same 
for Canada.) 

















USE THE CONVENIENT SUBSCRIPTION FORM ENCLOSED IN THIS ISSUE 
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Take a Look 
ad the 


BIGGER VALUE 


ANGLE 


ECAUSE—Any sort of in- 

stallation that offers some- 
thing extra at no additional 
cost is bound to be in 
demand! 


It's obvious that promoting 
wiring with Porcelain Prod- 
ucts Knobs & Tubes (listed 
as standard by Underwriters’ 
Laboratories’ Re-examination 
Service) will directly boost 
your business because you 
are the one who will be 
called on to supply the 
material! 


Be ready to meet your cus- 
tomers’ calls for knobs and 
tubes with a line you KNOW 
will give satisfactory service 
- - - in short, PORCELAIN 
PRODUCTS! 


Skilled workmanship and 
expert supervision combined 
with the world’s largest pro- 
ductive capacity assure high 
quality and unequalled 
facilities for meeting your 
requirements. 


For full details address Por- 
celain Products, Inc., Findlay, 








PORCELAIN 
PRODUCTS, INC. 


FINDLAY, OHIO 
PARKERSBURG, W. VA. 
A ATE 6 OR 





:troubles. He seldom sees his principals, 
|does business by mail, endures 
|tinual sniping at his lines, and, if he 
|\does a good job, frequently sees his 
| business taken over by the establish- 
|ment of direct factory agencies. 
Three years ago, the manufacturers’ 


con- 


lagents handling lines sold through 
|wholesalers organized Ben Franklin 


both northern and southern 
California. Results have been most 
satisfactory. Understanding and mu- 
tual confidence are developed through 
ithe simple process of regularly sitting 
down together and becoming thoroughly 
acquainted. You can’t dislike a man 
for what he might be doing when you 


|Clubs in 


lknow him well enough to call him, 
and get the real story first hand.— 
Electrical West. 


Business is There— 
For Salesmen 


There are still some people who say 
that because the appliance industries 
have had such flourishing sales during 
these past few untoward their 
market has become exhausted and we 
can look for a decline. They have for- 
gotten that, over 20,000,000 wired homes 
need electric ranges, over 11,000,000 
need vacuum cleaners, nearly 12,000,000 
need refrigerators and over 10,000,000 
need electric washers. The market is 
there. But is the persuasive type of 
salesmanship there that 
induce a purchase ?>—Sales Management. 


vears 


| MORE FACTS 


ON PRODUCTS 


|Controllers—The Brown Instrument 
|Co., Wayne & Roberts Aves., Philadel- 
|phia. Folder No. 89-9 describes the 
|Brown Air-Operated Controllers as 
| adapted to the varied control require- 
ments of industrial processing. Several 
installations are illustrated. 


v 


| Fuse Reducers—The Kolton Elec. Mfg. 
|Co., 123 New Jersey Railroad Ave., 
| Newark, N. J., has released their Bulle- 


is required to} 








|tin FR, which lists and describes their | 


| fuse reducers. 
Vv 
Conduit Fittings—Simplet Elec. Co., 
123 N. Sangamon St., Chicago. Catalog 
502 gives detailed information and data 
on the complete line of Simplet Con- 
| duit Fittings. 
v 
| Fustats—Jefferson Fustats are described 
| and illustrated in Bulletin 381-FA pub- 
lished by the Jefferson Electric Co., 
3ellwood, Ill. Application and operating 


| 


| 
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ILSCO 


SOLDERLESS CONNECTOR 
NO SET SCREW CONTACT 





More perfect conductivity and greater permanency 
of connection is assured by 
clamping wedge. 
and a surer grip 
vide, 


ILSCO’s triangular 
It offers greater contact area 
than set screw alone could pro- 
Other ILSCO features: 


= NO flattening or separat- 
ing of stranded wires 





NO special tools required 


NO shearing effect what- 
soever 


NO limitation to one size 
wire 


NO castings or forgings 
to increase their cost 


NO need for you to search any longer for the 
PERFECT Solderless Connector... WE HAVE iT! 
Six Sizes Take Care of All Wires from No. 14 to 





1,000,000 C.M. 
FREE—A large display board bearing 
mounted samples of ILSCO tugs. Ad- 
dress Dept. 











ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road, Cincinnati, Ohio 




















4 
a FT 
JUNE 


OR er 


A COMPLETE LINE 
of 
FINER FITTINGS 
sop ONLY rHrouGH 
WHOLESALERS 
Write for 
Catalog and 
Proposition 


oS to ec. 


Sole Sales Agent 

















HERON ELECTRIC SALES CORP. RCA BLDG., NEW YORK 





haracteristics are discussed, with spe- 
ific data on the 15 to 30 ampere sizes 
for circuit protection, and the 0 to 14 
ampere sizes for motor, appliance, and 
circuit protection. 


v 


Kitchen Planning—Westinghouse Elec. 
& Mfg. Co., Mansfield, Ohio. “As Simple 
As 1-2-3” presents in colored illustra- 
tions the Elec-Tri-Center kitchens plan- 
ned by Westinghouse to help sell 
separate kitchen centers. 





v 


Floodlighting—Wilson Lighting, Inc., 
411 S. Clinton St., Chicago. Catalog No. 
16 covers this company’s line of flood- 
lights for indoor and outdoor applica- 
tions. Information on wiring channel 
and fittings, recessed lighting equipment, 
three-lite units, and show window re- 
flectors is given. 





v 


Control Apparatus—The Trumbull Elec. | 
Mfg. Co., Plainville, Conn. “Trumbfl- 
list” is a compact listing of Trumbull 
safety switches, service equipment, meter | 
troughs, multi-breakers, magnetic start- | 
ers, switchboards and panelboards. | 


v 


Fuses—Trico Fuse Mfg. Co., Milwaukee, | 
Wis. Series CPF-300 covers their line} 
of fuses, fuse clamps, test clamps, fuse | 
pullers, automatic lubricators, and ac-| 
cessories. 


Vv 


IES Lamps—Mitchell Mfg. Co. 1550] 
Dayton St., Chicago. Catalog No. 14 | 
illustrates in color this manufacturer’s | 
line of IES table, floor, torchier and | 
office lamps. They are grouped accord- | 
ing to styles, and each model is de- 
scribed in detail. Particular mention is 
given to the new bed lamp called 
“Spotray”. 


v 


Lighting—The Fostoria Pressed Steel 
Corp., Fostoria, Ohio. Catalog M. L. 11 
describes various Canopy type Fostoria 
Localities, including units from the 
small canopies 20” long up to models 
36” wide in continuous runs of any 
length. There are units for bench and 


table mounting, overhead suspension, a | 
new desk model, and a portable unit | 


on a 50” upright. 


v 


Switches—The Trumbull Elec. Mfg. 
Co., Plainville, Conn. Bulletin 400 lists 


complete line of Open Knife Switches, | 
Fuse Blocks and Cutouts, with di- | 


mensions. 


v 


Circuit Breakers—An 8-page booklet, 
GEA-2426A, issued by General Electric, 
Schenectady, N. Y., describes the oper- 


ating mechanism, action of oil-blast con- | 


tacts, and accessories of the Type FLO-1 
outdoor oil-blast circuit breaker. 
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60%) jacketed 


PORTABLE CORDS 
WELDING CABLES 


jerks and pulls under torsion. 


Send for samples. 


as Ss 


Tough — long wearing — heavy duty 


MINING MACHINE CABLES 


Designed for maximum flexibility, to resist fracture 
due to twisting, and with strength to withstand sharp 





























No. 252-R 
TWO GANG BOX 


Two gang Adjustable Floor 

Box with No. 208 Recepta- 

cle in one section. One 

cover plate with %” Flush 

Brass Plug and the other 

cover plate with 2” Flush 
Brass Plug. 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 


Pelate Mlalet EtidieL modi. 





Catalog on request 


No. 284 DUPLEX 
RECEPTACLE NOZZLE 


With %” brass pipe ex- 
tension. Neatest and 
most compact fitting 
obtainable. Also avail- 


sikinae Alo, trl PULiN AN ro 


ion. Fullman also i 
Sree lon Foesbens CATRoBE : PENN 
Nozzles. 











No. 130 "LATROBE" 
ADJUSTABLE WATER 
TIGHT FLOOR BOX 


No. 130 Box with No. 
207 Bell Nozzle. Cut- 
away view illustrates 
how tapered unit recep- 
tacle fits tapered open- 
ing in adjustable ring 
Design eliminates many 
small parts. Cover plate 
3%” — overall height 
3%”. 
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| @ FEDERAL High Power 
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: tight Vibratory Horn for 
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PLYMOUTH RUBBER COMPANY. Inc 


CANTON, MASS 








Bat the time of the NEWA Convention 
Plymouth is proud to repeat the slogan 
that has appeared ou all Mymouth 
/Utormotion fot many successful yeas - 
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"..1 FIGURE WE SAVED ABOUT 
$100.00 PER WEEK SINCE WE 
INSTALLED BUSS FUSES” 


=. ‘ 
PA 
.. HERE ARE THE FACTS 


says Mr. E. K. Sprague, Electrical Engineer, The 





Patent Button Co, Waterbury, Conn. “We were 
averaging about three complete shutdowns a 


week due to main fuses blowing. 


“On January 28, 1938, we installed BUSS Super- 
Lag Fuses. To date (April 16th) we have not had 


a single shutdown. 


“I figure this is due to the design of the BUSS 
Fuse and to the eliminating of poor contact at 
the clips—and that the combination saved the 


company at least $100.00 a week.” 


Mr. Sprague halp 


sell Buss Fuses 
by telling of his 
experience to 


other fuse users 


You too, Mr. Fuse-user can 


ABOLISH WASTEFUL SHUTDOWNS 
CAUSED BY NEEDLESS BLOWS 


It may come as a surprise to some executives 
that many shutdowns supposed to be caused by 
trouble in the circuit, really originate in the 
protective devices themselves. 


To prevent this costly waste — caused by 
protective devices opening needlessly — BUSS 
developed the Super-Lag fuse. 


If you are even remotely interested in a 
smooth running plant—or saving money due to 
more efficient plant operation —you will find 
it well worth your while to pass the word along 





that in the future all requisitions and purchase 
orders call for BUSS Super-Lag fuses. 


If you would like to be able to show others 
why BUSS Fuses are suited to the needs of your 
plant | will be glad to ask the factory to send 
you a copy of the RB book. It gives in easy 
reading style a comparison of BUSS construc- 
tion with others—and makes clear how BUSS 
Super-Lag Fuses can help abolish unnecessary 
shutdowns in your plant. 


WHY BUSS FUSES 


BUSSMANN MFG. CO. DON’T BLOW NEEDLESSLY 


St. Louis 
M raw Electric € mopar 


BUS§ swre-ks FUSES 








